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ABSTRACT 
Economic Development Characteristics as Predictors 
of Marketing Development 
Bertil Liander, Diploma, F.H. Schartau College, Stockholm, 
Sweden, 1949 
MBA (Civilekonom), Stockholm School of 
Economics, Stockholm, Sweden, 1955 
Ph.D., University of Massachusetts 
Directed by: Gordon W. Paul 
This study probes how well some commonly used indicators 
of socio-economic development correlate with a country's 
stage of marketing development. 
Twenty four socio-economic development indicators were 
selected through the Delphi method. Five countries, Italy, 
Japan, Ceylon, Chile and Greece were then ranked on each of 
the socio-economic indicators. 
In each of the five countries a series of interviews 
with manufacturers, wholesalers and retailers of nine cate¬ 
gories of consumer goods was conducted. The interviews, per¬ 
taining to marketing practices, habits and opinions were used 
as a basis for ranking the countries from a marketing develop¬ 
ment point of view. The respective national marketing sys¬ 
tems were viewed as exchange systems each containing the fol¬ 
lowing elements: 1) Product activities, 2) Communication 
activities, 3) Transactional activities, 4) Financial activi¬ 
ties, 5) Control activities, 6) Individual factors and 8) 
general market structure. 
The ranking on the socio economic dimension were corre¬ 
lated with the rankings on the marketing dimension using 
Spearman's rank correlation coefficient 
r , i . 
S n(n2-l) 
Rank correlation coefficients were developed for 62 in¬ 
dividual marketing activities with each of 21 socio-economic 
indicators (3 more discarded as not measuring in the same 
direction as the others). Means and mean of means were de¬ 
veloped. 
In the overwhelming number of cases the rank correlation 
coefficient proved positive. The overall mean of the 21 x 62 
matrix = 0.48 (Std. dev. 0.28); median = 0.64. 
The clearly positive (sometimes high) rank correlation 
to a company about to enter a foreign market that its level 
of marketing operations can be predicted by observing the 
relative stage of socio-economic development as indicated by 
various common indicators. Certain indicators reflect, how¬ 
ever, better than others both overall development and level 
of development of individual elements in the exchange system. 
CHAPTER I 
ECONOMIC DEVELOPMENT AND MARKETING 
Introduction 
The interdependence or relationship between economic 
growth and marketing development is of more than theoretical 
interest. To the international marketer it is of great 
practical importance to know if a country's marketing sophis¬ 
tication, techniques, attitudes and channels of distribution 
correspond to a certain stage on the economic growth scale. 
The economic planner is dependent on the marketing effects 
of demand and costs. 
The writer became interested in the problem in a study 
of marketing's role in the growth of the European Common 
Market.^" One conclusion of that study was that there seemed 
to be sufficient evidence to suggest the increasing useful¬ 
ness of the United States' model and experience in planning 
2 
and anticipating marketing development in Europe. This 
conclusion does not allow, however, any broad generalization. 
The economic development span covered by the United States 
and the member countries of the E.E.C. is relatively small 
^See: Bertil Liander, Marketing Development in the European 
Economic Communitv, New York, N.Y., McGraw Hill Book Co., 
1964. 
2Ibid. p. 147. 
2 
and at the higher end of any development scale. All one 
might deduce is thus that countries at approximately the 
same high development level tend to emulate each other's 
marketing evolution. Another limitation is that Western 
Europe and the United States have approximately the same 
cultural heritage and most of the countries can be described 
as highly industrialized. The present study looks at a 
broader development spectrum and a more diversified socio¬ 
cultural environment. 
Causality? 
The American marketing system has gone through a nota¬ 
ble development phase in the 20th Century, seemingly adopt¬ 
ing itself steadily to an increased standard of living. 
Yet, what comes first, a higher standard of living or im¬ 
proved marketing is not very clear. It may even be as futile 
a discussion as that of the chicken and the egg. Myers and 
Smalley, in a study concerned with this causality, state: 
"Particularly vexing was the attempt to establish growth 
and behavioral hypotheses. Was, for example, the development 
of the marketing system in the United States a function of 
general economic growth and thus fully explainable by the 
familiar economic determinants? Or was marketing itself 
3 
among the fundamental agents of American economic growth?" 
_ 
Kenneth H. Myers and Orange A. Smalley, "Marketing History 
and Economic Development," Business History Review, Vol. 
XXXIII, Autumn 1959, p. 387. 
3 
If we accept that a particular type of marketing can 
be identified with a certain stage of economic growth, we 
might also conclude that marketing develops fairly uniform¬ 
ly in every country. Yet economic development does not take 
place at the same pace everywhere. Some economies tend to 
develop faster than others. Also, improved technology and 
advanced means of communication indicate an ever increasing 
rate of development in absolute terms. Paradoxically enough, 
in relative terms of development it seems, however, that the 
direction is the opposite, as the gap between the developed 
and developing nations is steadily widening. The United 
States for instance adds every year to its GNP about the 
equivalent of the whole of Africa's present wealth and half 
of Latin America's. These temporal complications may not be 
of great importance to this study except for the case that 
the relative gap becomes so wide that before a backward 
country has reached the stage of a presently more developed 
country, the technological and environmental conditions may 
have changed totally. If we reject the suggestion of a 
unique relationship between economic growth and marketing 
the only alternative seems to be to accept the explanation 
that marketing evolution is mainly a result of special 
socio-cultural and anthropological conditions prevailing 
in each country. Leighton, for instance, denies any causal 
relationship and suggests that "distributive institutions 
and marketing practices are largely a function of the basic 
4 
social conditions of the time and place." 
Another way of looking at economic development is to 
define broad bands or stages of development. Major changes 
then take place only when an economy moves from one major 
stage to another. Major changes in marketing may in such a 
framework take place in an analogous way. 
Research of economic and marketing development is not 
an easy field. Our knowledge of economic growth, how and 
why it occurs is still limited. As to marketing, we do not 
have a real theory of marketing yet, nor are we really sure 
what constitutes marketing development. In other words, we 
are evaluating progress in a very subjective way based on 
conventional attitudes. To measure progress, or anything 
else for that matter, we must have something to measure it 
against. In marketing it has arbitrarily become common to 
measure other nations' systems against the United States'. 
This raises the question whether all countries really evolve 
toward a prototype marketing system represented by that of 
the United States* today. Some socialist economies are cer¬ 
tainly making efforts not to emulate the American model. 
Going back to Leighton's speculation, this touches upon a 
fundamental, almost philosophical question. Can a political 
system or ideology in the long run shape the behavior and 
4 
David S.R., Leighton, "Social Changes m Western Europe: 
Implications for Marketing," The Business Quarterly, Winter 
1962, p. 17. 
5 
attitudes deciding the marketing system? The political 
system is indeed a function of "the basic social conditions 
5 
of the time and place." Experience seems to contradict a 
positive answer to the question. The last ten years' mar¬ 
keting development in the European socialist bloc, particu¬ 
larly the USSR/points to a situation where the political 
system has failed to mold the marketing system. 
Aside from differing political idelogies we may also 
ask: in capitalist (or mixed) economies, even if there ex¬ 
isted a common goal that all were striving towards, would it 
be attained through identical routes? Is there one pre¬ 
scribed path to follow or many, like "all roads lead to 
Rome ?" 
Economists and Marketing 
Marketing as part of economic development has not at¬ 
tracted much attention in the pertinent literature. A num¬ 
ber of authors have acknowledged that marketing plays a 
role, but left the answer open, as to what that role is. 
Kindleberger writes, "-whether markets pull 
development or lag behind it, it is evident that much plan¬ 
ning in the area of economic development neglects distribu- 
tion." Economic planning and development aid have to a 
large degree concentrated on production efforts, explicitly 
5Ibid. 
“Charles P. Kindleberger, The Theory of Economic Development 
(2nd Ed.) New York, N.Y., McGraw Hill Book Co., 1965, p. 166. 
6 
or implicitly stressing the old belief that increased pro¬ 
ductivity can only be achieved through production. Market¬ 
ing has been relegated to a secondary (supporting actor) 
role as when Higgins writes: "Certainly the progress of 
underdeveloped countries depends not only on their attain¬ 
ments in agriculture and manufacturing but also on the de- 
7 
velopment of an efficient marketing system." 
Bauer and Yamey pointed out, a long time ago, when in¬ 
terest for the first time seriously focused on economic de¬ 
velopment: "It is perhaps not too much to say that commer¬ 
cial revolution is a vital and almost a necessary step on 
the way to industrial revolution as it sets the precondi- 
g 
tion for rapid growth." 
Nevertheless, Holton made the comment a few years 
later, that most development plans tended to ignore mar- 
9 
keting. The situation does not seem to have improved 
much since then. Economists have for various reasons 
avoided the marketing issue. And when they have discussed 
the question they have sometimes applied a form of circular 
reasoning. A proper marketing system is necessary for ec¬ 
onomic growth, economic growth will cause more purchase 
7 
Benjamin Higgins, Economic Development, New York, N. Y., 
Norton & Co., Inc., 1959, p. 82. 
o 
P.T. Bauer and Basil S. Yamey, The Economics of Underde¬ 
veloped Countries. London, James Nisbet & Co. Ltd., 1951, 
p. 182. 
^Richard H. Holton, "Marketing Structures and Economic De¬ 
velopment," Quarterly Journal of Economics, LXVII, 1953, 
p. 345. 
7 
power, which will encourage production which in turn will 
lead to better marketing. 
Economic planning seems also to have been carried out 
in many cases by economists overly loyal to the classical 
aspects of their discipline, particularly the concept of 
pure competition. As they have often operated with quanti¬ 
tative models, they have "for practical purposes" had to 
assign a passive role to marketing. By assuming that mar¬ 
keting is a self adjusting mechanism, responsive to changes 
in the economic system, it could be ignored in a model. 
Moreover, if marketing were incorporated in the model it 
might make the model so complicated that it couldn't be 
made operational. The concept of marketing includes too 
many uncontrollable and uncertain factors to be easily in¬ 
cluded in a macro economic model. Moyer says: 
"Marketing may get a short shrift from development planners 
because of the relative difficulty of transferring distri¬ 
bution skills from one economy to another. Productive tech¬ 
niques are easily transmitted from country to country. En¬ 
tire plants can be transported from developed to underde¬ 
veloped economies and domestic workers trained to operate 
them. The same holds true with certain aspects of the phys¬ 
ical distribution process. But marketing involves more than 
physical distribution. Cultural and social conditioning 
factors that differ from one country to the next can make 
8 
the transplantation of marketing techniques difficult to 
achieve. 
An example of such social conditioning factors would 
be the relative contempt in which the merchant or middle¬ 
man is held, albeit for somewhat different reasons in dif¬ 
ferent societies. In a poor country the middleman is con¬ 
sidered a parasite who adds cost but not value to the 
goods, living off the poor man’s meagre earnings. In an 
affluent country, the middleman, particularly if he is a 
wholesaler, is often seen as an anachronism not needed in 
the system. 
In societies such as Japan, the merchant has tradi¬ 
tionally been socially looked down upon. As in so many 
other areas of the world production has been more under¬ 
standable and hence more acceptable as it enhances in a 
tangible way the value of the product. Marketing adds cost 
without an obvious equivalent consumer benefit. Following 
that logic - or lack of logic - marketing is considered un¬ 
productive and consequently not a dynamic force in develop¬ 
ment. For whatever social or political conditioning factor 
that marketing is neglected, this neglect affects the order¬ 
ly path of economic growth. As already hinted at, the 
USSR is a typical example. Karl Marx insisted over 100 
^Reed Moyer, "Marketing and Economic Development," Inter¬ 
national Business, Occasional paper No. 1. East Lansing, 
Mich., Michigan State University, 1964, p. 2. 
9 
years ago, that most marketing activities gave rise solely 
to a conversion of form or needless transfer of title. 
Such activities were socially unnecessary. The Marxian 
marketing edict was faithfully adhered to, with few excep¬ 
tions, by the communist leadership in Europe until the early 
1960's. At that time a chaotic economic situation forced 
the political leadership to reconsider and to reintroduce 
active marketing methods for the second time since the 1917 
resolution. (The first time was in 1921) 
It seems obvious that there is a relationship between 
the marketing system and economic growth but whichever fac¬ 
tor is the most dynamic is, as already pointed out, very 
unclear. The present study will not attempt to prove cau¬ 
sality either way, it will only try, empirically, to throw 
some light on the question whether a certain level of econ¬ 
omic development really corresponds to a certain level of 
marketing development. 
Stages of Development 
It has often been assumed that economic and marketing 
development is taking place in leaps, from one general 
stage to another. This way of depicting growth is not 
particularly conducive to understanding the question of 
the relationship between economic growth and the market¬ 
ing system. The broad categories tend to blur the pic¬ 
ture and cause over-generalization preventing any prac¬ 
tical conclusions. However, as much of the literature 
10 
on development is using the stage concept, and because it 
is of pedagogical value when describing the process, it will 
be briefly discussed here. 
The most popular approach to economic development 
stages was developed by Walt W. Rostow. He identifies five 
stages in the economic growth cycle:^ 
1. The traditional society 
2. The transitional society 
3. The society in the crucial process of take off 
4. The society in the drive to technological 
maturity 
5. The society which has reached the age of mass 
consumption. 
The only comment that will be made here can best be 
phrased in Rostow's own words: "I cannot emphasize too 
strongly at the outset, that the stages-of-growth are an 
arbitrary and limited way of looking at the sequence of 
modern history: and they are, in no absolute sense, a cor¬ 
rect way. They are designed, in fact, to dramatize not 
merely the uniformities in the sequence of modernization, 
but also - and equally - the uniqueness of each nation's 
12 
experience." Indeed an ambiguous statement. 
Although it is not clearly spelled out, most published 
research on marketing and economic development, assumes that 
each of the five economic growth stages is accompanied by a 
See W.W. Rostow, The Stages of Economic Growth. A Non 
Communist Manifesto, Cambridge, I960, Cambridge 
University Press, (13th Printing), p. 4-12. 
12T, . , , 
Ibid., p. 1. 
11 
particular type of marketing system. 
Other attempts to classify development are less gener¬ 
al, often aimed towards a particular aspect of development 
such as marketing. Dichter suggests a classification in 
terms of purchasing behavior with particular emphasis on 
13 
the relative size and nature of the middle class. 
McCarthy sees six stages based on the dominating type 
of product and the dominating type of productive activity, 
with direct relations to the marketing or distributive 
system in a market. 
1. Agricultural, self supporting phase 
2. Preindustrial or commercial phase 
3. Preliminary manufacturing phase 
4. Non-durable and semi-durable consumer 
goods manufacturing phase 
5. Capital goods and consumer durable 
goods manufacturing phase ^ 
6. Exporting of manufactured products phase. 
Goldman recognizes essentially only two stages of de¬ 
velopment in a marketing system. In the first, the popula¬ 
tion is mainly agricultural and the standard of living is 
low (which means rudimentary marketing activity). In the 
second stage consumers have surplus or discretionary income 
15 
(conducive to modern marketing methods). 
13 
Ernest Dichter, "The World Customer," Harvard Business 
Review, Vol. XXXX, July-Aug. 1962, pp. 118-121. 
^E.J. McCarthy, Basic Marketing, Homewood, Ill., Richard 
D. Irwin, Inc., (4th ed.), 1971, pp. 170-172. 
15 
Marshall J. Goldman, Soviet Marketing: Distribution in a 
Controlled Economy, New York, N.Y., The Free Press of 
Glencoe, 1963, p. 188-191. 
12 
Here the classification is related to economic develop¬ 
ment, but because of the crude categorization it 
does not lend itself too well to the purpose of comparative 
analysis as it is more theoretically schematic than realis¬ 
tic. 
One interesting classification method that might have 
promises, but which has so far not been really developed is 
the multidimensional approach to a cluster pattern (grouping 
countries). The idea is to form groups or clusters of 
countries on the basis of a minimum of shared attributes of 
importance to the marketing approach, thus getting away from 
some of the limitations of the stage concept ignoring cul¬ 
tural, social and political factors. The method has earlier 
16 
been discussed in a two-dimensional variant. 
The present study aims at relating observed marketing 
phenomena with economic development. For that purpose the 
economic stage concept is considered too confining. The 
cluster analysis would probably be better, except for the 
fact that the necessary sample of countries would be so 
large as being prohibitive from a research cost point of 
view. The method used here, resulting in a continuous de¬ 
velopment curve, was arrived at through quantitatively 
assessing the overall and relative standing of countries by 
economic and demographic achievement. (See Chapter II). 
16See Bertil Liander, et. al., Comparative Analysis for In- 
ternational Marketing, Boston, Mass., Allyn & Bacon, Inc., 
1967. 
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In capsule, this study will probe how well some common¬ 
ly used indicators of socio-economic development relate to 
marketing development. 
Five countries have been selected. These five countries 
will be ranked as to level of economic development on the 
basis of twenty four economic development indicators includ¬ 
ing e.g. Gross National Product per capita via literacy to 
domestic trade per capita. 
The countries will also be ranked as to their marketing 
development based on results from personal interviews in the 
five countries. The ranking of the two dimensions will be 
correlated and rank correlation coefficients arrived at. 
There will be demonstrated a rank correlation between each 
of the socio economic (independent) variables and individual 
expressions of marketing development, as well as the corre¬ 
lation between the socio-economic variables and categories o 
of marketing activity such as activities related to the pro¬ 
duct, communication, control, etc. 
The ultimate objective is to consider whether generally 
used indicators of socio-economic development can guide the 
marketer in his strategy formulation when entering a new 
foreign market. 
CHAPTER II 
SELECTION OF COUNTRIES FOR STUDY 
Marketing development should preferably be measured 
through historical analysis in each individual case. One 
could for instance try to measure what has happened to mar¬ 
keting in the United States of the last 100 years. Why 
such a long period? Because the gap between the most and 
the least developed countries today would most likely repre¬ 
sent such a period in the U.S. development. In other words, 
a country like Nepal may be at a point in its marketing 
development similar to where the United States was in the 
1870's. Unfortunately, a number of factors speak against 
the historic methodology. This approach is highly affected 
by industrial (technological) evolution. Even the least 
developed country in the contemporary world has, theoretical¬ 
ly, access to the most advanced technology and doesn't need 
to go through all phases of the process of technological in¬ 
novation to reach a higher socio-economic stage. Also, as 
marketing is a fairly young discipline, we do not have re¬ 
corded data for more than, at best, a few decades back even 
in the United States. It might be possible to state and 
describe the period when the United States was at the same 
development stage as say modern Greece, but it is impossible 
to reconstruct the marketing situation at that time. We can 
perhaps find some scant quantitative information on institu- 
15 
tions, sales, use of credits, etc. but information on busi¬ 
ness attitudes, management practices, organization of firms 
and similar functions will, in most cases, not be available. 
The methodology used in selecting countries for this study 
can therefore best be described as a "simulated historic 
development" approach. Countries at different levels of 
development at a particular point in time have been selected. 
In terms of a uniform development concept, a country at a 
certain level of economic development today will, as time 
passes, move up on a scale of development to where another 
country is now. The multinational development scale, con¬ 
sequently, simulates one country's climb over time. 
The scale of development 
The most commonly used indicator of development is 
Gross National Product (GNP)/capita. The above mentioned 
scale could therefore, conceivably be constructed from 
available GNP/capita figures. GNP/capita can however, be 
seriously questioned as a basis for measurement as it (1) 
may hypothetically not give a true image of total develop¬ 
ment, more apt to describe the economic development without 
placing enough emphasis on cultural and societal factors; 
(2) we lack accurate and reliable measures of the relative 
values of different national currencies; (3) it may not 
16 
be a good descriptor of a country's income situation as the 
distribution of income in many countries is extremely skewed 
on both a geographical and a population basis. There is 
often one income distribution in the industrialized urban 
areas and a very different one in the vast rural districts. 
From the population point of view, income distribution in 
many developing countries has a pyramidical pattern, that 
is, a very small number in the upper income groups, and 
ever-larger numbers as income declines. 
The development of the scale used to select the five 
countries of this investigation was developed at the Market¬ 
ing Science Institute by a research team under the leader¬ 
ship of the author,^ and with particular aid of Dr. A. A. 
Sherbini, presently of the United Nations Food and Agri¬ 
culture Organization, Rome, Italy. 
Direct Score Approach to a Multinational Development 
Scale 
Objectives of country selection: (1) to select markets 
for comparative study, in a way so that the presence or ab¬ 
sence of factors relating to marketing can be ascertained; 
(2) to use a common analytical framework in the assessment of 
marketing in each of the controlled settings. 
This is a wholistic approach in the sense that it focuses 
^See Bertil Liander, et. al.. Comparative Analysis for In¬ 
ternational Marketing, Boston, Mass., 1967, Allyn & Bacon, 
Inc., pp. 59-62 and 130-135. 
17 
on the entire marketing system and is not limited to one 
special element. Furthermore, emphasis is implicitly placed 
on the interaction of the marketing system with its environ¬ 
ment and on interpreting marketing in terms of prevailing 
socio-economic conditions. 
Countries included 
Not all countries in the world (as indicated by member¬ 
ship in the United Nations at the time of the initiation of 
the study), could be considered. A number of new states 
have emerged in the last few decades. Many of those have 
not yet developed a national statistical system. Hence, the 
lack of data prevented the inclusion of some of these coun¬ 
tries . 
As to countries with a socialist (communist) government, 
these were excluded entirely, both because of the lack of 
reliable data and because of their unique economic system 
prohibiting meaningful comparisons. All in all, seventy- 
five countries were considered. 
Indicators used 
The country classification was developed in an indirect 
fashion, using environmental characteristics regarded to 
have a significant bearing on a country's marketing system. 
(Most of these characteristics will be tested in the anal¬ 
ytical part of this study as to the validity of the assumed 
correlation to marketing). 
18 
The initial step consisted of examining a large number 
of variables suitable of describing any given society and 
determining those particularly germane to the purpose of 
classification for marketing purposes. 
The "Delphi method" was used to select the critical 
variables. A list of 113 possible indicators (see Appendix 
IV)was sent to 40 experts (academic as well as business). 
21 of these experts responded. Separately and without com¬ 
munication, respondents were asked to select 20 (arbitrary 
number) indicators which they considered to have the most 
direct and significant bearing on marketing patterns in any 
given country. 
One problem when using a multiple indicator system is 
that many indicators mirror the same thing. A concept such 
as transportation can be reflected in road density, railway 
density, vehicles in use/population, motor vehicles/100 Km 
roads, etc., for which data may not be obtainable in less 
developed countries. 
In general, the classification has been based upon 
macro rather than micro-indicators, mainly because of the 
lack of information about the latter in most countries. 
Data on family unit consumption patterns, individual pur¬ 
chase power classified according to social class or occupa¬ 
tion and similar information is simply not available except 
in the most developed countries. 
Most indicators also reflect averages, which might be 
19 
a shortcoming since averages may conceal wide variations - 
a result of the lack of statistical information concerning 
internal distribution in most countires. Data was obtained 
through available secondary sources. 
Direct score; socio-economic dimension 
The scale of development was arrived at by direct scor¬ 
ing on 21 selected components. The total score is simply 
the arithmetic sum of the countries' score on each of the 
components. 
As in the proverbial case of adding apples and oranges, 
it is however not possible to take the additive approach 
when variables range from radio receivers/population to 
crude death rate. In order to facilitate comparison, the 
2 
data was normalized. 
I. Overall Development and Industrialization 
1.1 Per capita GNP in $ U.S. 
1.2 Per capita commercial energy consumption 
(megawatt-hours) 
2 
The statistical manipulation transfers the raw data into a 
measurement of the number of standard deviations a given 
value is from the mean of the distribution of values for 
that variable. The rank order of countries is not affected 
by the transformation, nor the relative magnitude of val¬ 
ues. The formula used was 
X. . - X. . 
11 
d 
where X.. is the ith country's original value for the ith 
ID _ _ 
indicator; X^^ the mean value for the indicator; and a the 
standard deviation of the original values pertaining to the 
indicator. 
20 
II. Marketing Orientation 
2.1 Economically active population in commerce 
as a percent of total economically active 
population 
III. Communication 
3.1 Per capita newsprint consumption (kilo¬ 
grams) 
3.2 Newspaper circulation per 1,000 population 
3.3 Radio receivers per 1,000 population 
3.4 Telephones per 1,000 population 
IV. Transportation 
4.1 Motor vehicle density: vehicles per 100 
kilometers of roads 
4.2 Road density: kilometers per 100,000 
population 
4.3 Railway density: kilometers per person 
to population distance 
4.4 Intensity of railway use: million freight 
ton-kilometers per railway kilometer 
V. Organization of Population 
5.1 Percent of active population in agricultur¬ 
al occupations 
5.2 Percent of population in cities of 20,000 
and more (urbanization) 
5.3 Population in largest city as a percent of 
population in largest four cities (primary) 
VI. Education 
6.1 Percentage of adults literate 
6.2 Percent of population ages 5-14 enrolled 
in primary level of education 
6.3 Percent of population aged 15-19 enrolled 
in secondary level of education 
6.4 Enrollment in college education per 100,000 
total population 
VII. Health 
7.1 Inhabitants per hospital bed 
7.2 Inhabitants per physician 
7.3 Crude Death rate 
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The indicators were assigned mathematical signs for 
the algebraic summation. All were given positive signs ex¬ 
cept 5.1, percent of active population in agricultural occu¬ 
pations, 5.3 population in largest city as a percent of popu¬ 
lation in four largest cities (Primacy), 7.1 inhabitants per 
hospital bed, 7.2 inhabitants per physician and 7.3 crude 
death rate. A practical example will justify this manipula¬ 
tion: the highest value for variable 5.1, agricultural 
population, is 93% of economically active males or 1.5485 in 
normalized form. Obviously, if this value were added to 
other scores it would serve to elevate the country's posi¬ 
tion when it should be lowered, since a large agricultural 
population is considered to indicate underdevelopment in an 
economic sense. (See e.g. McCarthy, op. cit. and Goldman, 
op. cit.) The total scores for all countries are indicated 
in Table 2. Countries whose level of socio-economic develop¬ 
ment is described by these variables are spread along a con¬ 
tinuum. 
From the list of seventy-five countries, five were then 
selected for comparison. 
Score 
Japan 
Italy 
Chile 
Greece 
Ceylon 
+ 19.33 
+ 12.14 
+ 6.51 
+ 2.05 
- 5.04 
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Table II.1 
TOTAL COUNTRY SCORES ON THE ECONOMIC- 
DEMOGRAPHIC DIMENSION 
COUNTRY SCORE COUNTRY SCORE COUNTRY SCORE 
United 
Kingdom +36.13 
Sweden +33.12 
Belgium +29.72 
Luxembourg +28.62 
West 
Germany +27.38 
Switzerland +27.13 
Denmark +26.72 
Netherlands +26.66 
Norway +22.92 
France +22.30 
Iceland +22.04 
Austria +19.71 
Finland +19.55 
J apan +19.33 
Israel +17.00 
Argentina +15.51 
Ireland +12.93 
Italy +12.14 
Uruguay +11.60 
South 
Africa + 8.87 
Venezuela + 8.43 
Chile + 6.51 
Spain + 5.88 
Lebanon + 5.12 
Costa Rica + 2.96 
Panama + 2.68 
Greece + 2.05 
Malaya + 1. 88 
Portugal + 0.79 
Colombia -0.52 
Rep. of S. 
Korea -0.70 
Mexico -1.11 
Brazil -1.95 
Syria -2.94 
Ecuador -3.04 
Philippines -3.28 
Jordan -3.37 
UAR (Egypt) -4.21 
Ceylon -5.04 
Peru -5.49 
Paraguay -5.83 
Iraq -5.94 
Dominican 
Rep. -6.02 
Turkey -6.71 
El Salvador -6.85 
Tunisia -7.00 
Bolivia -7.26 
Algeria -7.45 
Nicaragua -8.24 
Ghana -8.91 
Thailand -9.47 
Honduras -9.98 
Guatemala -10.20 
India -10.21 
Pakistan -10.58 
Morocco -11.03 
Libya -11.94 
Nigeria -12.11 
Indonesia -12.78 
Iran -12.83 
Uganda 
Saudi 
-12.90 
Arabia -13.46 
Somalia -14.63 
Congo(Leo) -14.97 
Burma -15.24 
Liberia -15.96 
Sudan -16.06 
Tanganyika 
Sierra 
-16.23 
Leone -17.22 
Haiti -17.54 
Cambodia 
Afghanis¬ 
-17.58 
tan -18.43 
Laos -20.62 
Ethiopia -22.37 
Nepal -29.48 
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The upper end of the scale was avoided because of diffi¬ 
culties to identify significant differences in cultural 
and social standard, (that end of the scale includes ex¬ 
clusively West European countries). The lower end of the 
scale had to be avoided on account of difficulties to con¬ 
duct field research. The five countries were, however, not 
definitely chosen until preliminary feasibility studies had 
been conducted, ascertaining the possibility of getting the 
data desired. 
CHAPTER III 
DATA COLLECTION 
General Approach 
The study was conducted through personal interviews in 
Italy, Japan, Ceylon, Chile and Greece. The interviews were 
conducted with the aid of standardized questionnaires for 
three different categories of interviewees. The question¬ 
naires which contained both open and closed end questions 
were then coded and tabulated for analysis. 
Data Collection Method 
Data for the study was obtained through personal in¬ 
terviews using the same questionnaire’*' in all the five 
countries. Interviews were conducted along the channel of 
distribution for particular preselected products. Conse¬ 
quently, interviews were made with manufacturers (producers), 
wholesalers (middlemen), and retailers (outlets selling to 
consumers). Questions in the three sets of questionnaires 
follow esentially the same sequence. Interviews were con¬ 
ducted in the period February 1965 - December 1967. 
^"Certain minor changes, due to the intranslatability of 
certain idioms and concepts were necessary. 
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Table m.l 
Total Number of Interviews 
Italy Japan Ceylon Chile Greece Total 
Manuf acturers 56 61 49 42 44 252 
Wholesalers 110 93 93 22 92 410 
Retailers 346 179 152 247 174 1098 
Total 512 333 294 311 310 1760 
Interviews. The author supervised personally the 
data collection in all countries and spent the initial 
weeks of interviewing in each of the countries except 
Greece. The actual interviewing was done in respective 
2 
languages with the aid of local individuals, organiza¬ 
tions and universities. The questionnaire was first pre¬ 
pared in English, then translated to each language used. 
The first translation was then translated back to English 
by a different translator and compared with the original. 
In this way serious mistakes as to meaning of questions 
and phrases could be avoided. 
'Italian, Japanese, Sinhalese, Tamil, Spanish, Greek. 
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Questionnaire 
The questionnaires were precoded as much as possible to 
facilitate the analysis and enhance comparability. 
Initially in the interview the respondent was asked to 
give some information about his business, its operational 
form, ownership, etc. 
Questions were then carried over to the product selec¬ 
ted, focusing on various marketing functions. 
The latter part of the questionnaire was devoted to 
questions concerning all products sold by the respondent, 
his business habits, attitudes, policies, practices, etc. 
The interviewer was also instructed to indicate on the 
questionnaire certain observations about the company and 
person interviewed. 
After final translation, all questions were coded and 
a tabulation of answers was obtained showing results in 
absolute as well as relative figures. 
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Validation of interviews 
Interviews were validated through special checking in 
all countries. Minimum 5% of the firms in each inter¬ 
viewer's territory was contacted either by phone or mail 
to make sure that the interview had in fact taken place. 
Product categories 
To get a representative image of the marketing picture 
(consumer goods), interviewers were instructed to select 
interviewees handling certain categories of products and 
to focus part of the interview on the particular product 
The product categories were: 
1. A basic food product 
2. A processed food product 
3. A textile-product 
4. Toiletries 
5. Household goods 
6. An inexpensive appliance 
7. A luxury consumer durable 
8. Refrigerators 
9. Automobiles 
The stage of development, family income, cultural 
habits, etc. made it, however, impossible to include some 
product groups in all countries. More specifically, the 
interviews focused on the following products in respective 
countries: 
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Table III.2 
Product Categories 
Italy Japan Ceylon Greece Chile 
Basic food Noodles 
(pasta) 
Noodles Rice Noodles Noodles 
Processed 
food 
Canned 
tomato 
paste 
Canned 
food 
Canned 
fruit 
Tomato 
sauce 
Canned 
food 
Textile Shirts Shirts Shirts Cotton 
dress 
material 
Shirts 
Toiletries Soap Soap Soap Soap Soap 
Household 
goods 
Pots & 
pans 
Pots & 
pans 
Pots & 
pans 
Pots & 
pans 
Pots & 
pans 
Inexpensive 
appliances 
Transis¬ 
tor radio 
Tran¬ 
sistor 
radio ' 
Iron 
Lux. Cons. 
durable 
Blender/ 
mixer 
Camera Cooking 
stove 
— Blender 
Refriger¬ 
ators 
Refrig. Refrig. — Refrig. — 
Auto- Auto. Auto. — — — 
mobiles 
Sample 
Due to both the nature of the study and the costs 
involved, a random sample was deemed not possible. The 
interviews were, however, random to the extent that the 
individual interviewer was directed to particular terri¬ 
tories within which he had his own choice to find inter¬ 
viewees. This way the sample may be considered as Qf a 
quota sampling type-* 
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Italy (sample) 
The Italian territory was divided in three major sec¬ 
tions, the North, the Central and the South. The number 
of interviews in these three regions was kept to the pro¬ 
portion 3:1:1 based on each region's contribution to the 
country's GNP. In each region a balance was maintained 
between interviewee firms located to urban areas, rural 
centers and plain rural areas. Interviewers were also 
instructed to achieve a balance between smaller and larger 
firms according to available census data. 
Italy Number of 
Table III.3 
Interviews Conducted 
Manufacturers Wholesalers Retailers Total 
North 25 55 140 220 
Central 19 24 82 125 
South 12 31 124 167 
Total 56 110 346 512 
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Table III.4 
S V' 
Size of population in communities 
where interviewing took place (Italy) 
Size of 
population Manufacturers Wholesalers Retailers 
<1000 
1001 - 5000 1 2 58 
5001 - 10 ,000 3 26 
10,001 - 15,000 3 11 73 
15,001 - 20,000 1 — 4 
20,001 - 25,000 6 — 5 
25,001 - 35,000 1 15 19 
35,001 - 50,000 10 14 12 
50,001 - 75,000 1 5 13 
75,001 - 100,000 10 22 
100,001 - 200,000 6 11 28 
200,001 - 300,000 — — 
300,001 - 400,000 4 8 
400,001 - 500,000 4 3 7 
500,001 - 750,000 — — 
750,001 - 1,000,000 4 6 
1,000,001 - 2,000,000 18 18 38 
2,000,001 - 3,000,000 5 10 27 
Total 56 110 346 
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Japan (sample) 
The sample was primarily selected on the basis of 
demographic information (see Table 5) and conducted in 
nine geographic regions, with a major city in each. 90% 
of Japan's population is living in urban areas (Note: 
size of figure depends somewhat on definition of urban 
area). 
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Table III. 7 
Interview Samples 
By 
Products 
B^Level 
By 
Region 
BASIC TRAN- 
STARCH CANNED ALUMI- SIS- WHITE 
TOTAL (NOOD- FOOD NUM TOR SOAP SHIRTS CARS CAMERAS 
LES) PAN RADIO 
& RE- 
FRIG- 
ER- 
ATOR 
• 333 41 45 46 54 44 39 29 35 
Tokyo Mfg. * 40 2 5 4 5 4 8 5 8 
(120) WS* 34 6 5 5 6 5 1 6 
RT* 46 4 7 7 6 5 6 7 4 
Osaka Mfg. 18 4 3 3 3 4 1 
(70) WS 21 3 3 3 3 4 1 4 
RT 31 2 4 4 5 4 5 5 2 
Hiroshima Mfg. 1 0 1 
(23) WS 5 1 1 1 1 1 0 
RT 17 2 2 2 3 2 2 25 2 
Toyama Mfg. 1 0 1 
(19) WS 6 2 0 1 1 1 1 
RT 12 0 3 1 3 1 1 1 2 i 
Nagano Mfg. 
(18) WS 5 1 1 1 1 1 0 
RT 13 1 2 1 3 1 2 1 2 
Sendai Mfg. 
(22) WS 5 1 1 1 1 1 0 
RT 17 2 2 2 3 2 2 2 2 
Sapporo Mfg. 2 2 
(24) WS 5 1 1 1 1 1 0 
RT 17 2 2 2 3 2 2 2 2 
Kagoshima Mfg. 
(19) WS 5 1 1 1 1 1 0 
RT 14 2 1 2 2 2 2 2 1 
Kochi Mfg. 
(18) WS 6 1 1 1 1 1 1 
RT 12 2 1 2 2 1 1 1 
Total Mfg. 62 7 7 8 8 7 12 6 7 
(333) WS 92 17 14 15 16 16 4 10 
RT 179 17 24 23 30 21 23 23 18 
*Mfg. = Manufacturer; WS = Wholesaler; RT = Retailer 
Note; Transistor radios and refrigerators are marketed through 
identical channels. 
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Ceylon (sample) 
As Ceylon is an example of a geographically "dual" 
economy the sample was aimed at reflecting the geographic 
income distribution in the best possible manner. The num¬ 
ber of interviews in each geographic region was decided on 
the basis of each region's contribution to the country's 
total revenue: 
Part of total 
interviews 
Western Province (Colombo) 50% 
Southern Province (Galle) 20% 
Central Province (Matara) 20% 
Northern Province (Jaffna) 10% 
100% 
In each district a balance was maintained between firms 
located in large and small towns and in rural areas. Par¬ 
ticularly in the central area (Kandy district) the sample 
covered entrepreneurs in the tea plantation area. 
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Table III. 8 
Ceylon, Western Province (sample) 
Manufac- Whole- 
Western Province Population turer saler 
Angulana 62,500 — — 
Avissawella 40,902 — 3 
Boralesgomuwa 65,500 - — 
Colombo — 2,213,186 15 7 
Bambalapitiya 12,187 — — 
Borella 17,394 — 1 
Fort 4,537 — 1 
Kollupitiya 13,841 — — 
Mattakkuliya 18,866 — 
Maradana 14,976 1 — 
Mutuwal 15,574 — — 
Narahanpitiya 19,417 2 — 
Pettah 10,932 1 23 
Sedawatte 18,521 — — 
Wellawatte 29,406 — 1 
Dehiwala—Mt. Lavinia 56,366 — 3 
Ratmalana 111,013 1 — 
Gampaha 44,024 ■ — — 
Hanwella 47,500 — — 
Homagama 40,751 — 1 
Horana 40,763 — 
— 
Jaela 43,432 2 
— 
Kadawata 62,500 — 
— 
Kandana 47,500 1 1 
Kelaniya, (Kiribathgoda) 46,330 1 1 
Kesbewa 48,385 
— 
Kolonnawa, (Wellampitiya) 33,767 1 1 
Kosgama 37,500 — 
— 
Kottawa 45,877 — 
— 
Kotte, (Etui Kotte, 
Nugegoda) 49,170 2 
Lunawa 47,500 — 
— 
Maharagama 62,500 2 — 
Moratuwa 77,632 — 
— 
Padukka 47,500 - 
— 
Re¬ 
tailer 
5 
3 
2 
2 
1 
1 
1 
2 
1 
3 
2 
1 
8 
1 
5 
1 
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Table 8 (cont.) 
Pannipitiya 47,500 — — 2 
Piliyandala 47,500 — — 2 
Ragama 47,500 2 — 1 
Wattala, (Mabole, 
Peliyagoda) 37,723 — 1 5 
Veyangoda 47,500 — - — 
Kalaeliya 2,500 1 — - 
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Table III.9 
Ceylon, Southern Province (sample) 
Manufac- Whole- Re- 
Southern Province Population turer saler tailer 
Ahangama 32,500 — — 1 
Akkuressa 36,263 — — 1 
Akmeemana 37,541 — — — 
Baddegama 40,228 — - 2 
Beliatta 41,584 1 — 1 
Denipitiya 37,500 — - 1 
Deniyaya 30,474 — 1 — 
Devinuwara 40,956 — — — 
Bentara - Elpitiya 52,449 — - 1 
Galle 644,103 2 6 5 
Hikkaduwa 12,431 — — — 
Kamburupitiya 36,438 — — - 
Matara 37,399 2 5 7 
Weligama 44,912 1 1 2 
Ambalangoda 17,500 — — 1 
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Table III.10 
Ceylon, Central Province (sample) 
Central Province Population 
Akurane 54,950 
Galagedera 23,033 
Gampola 13,001 
Hatton, Dickoya 12,302 
Hewaheta 22,478 
Kadugannawa 1,569 
Kandy, Peradeniya 67,768 
Matale 22,197 
Nawalapitiya 11,818 
Nuwara Eliya, Brookside 87,335 
Padiyapalawa 22,500 
Panwila 22,500 
Ragala 17,500 
Rangala 22,500 
Teldeniya 19,715 
Udapussellawa 22,500 
Urugala 17,500 
Wattegama 25,731 
Ganegoda 2,500 
Kegalle 12,500 
Molagoda 7,500 
Manufac¬ 
turer 
1 
3 
1 
1 
1 
Whole¬ 
saler 
1 
1 
2 
2 
1 
10 
2 
3 
Re¬ 
tailer 
1 
1 
1 
3 
1 
11 
2 
2 
4 
1 
1 
1 
1 
1 
1 
1 
1 
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Table III.11 
Ceylon, Northern Province (sample) 
Manufac- 
Northern Province Population turer 
Chavakachcheri 30,452 — 
Chunnakam 32,500 — 
Jaffna 94,248 5 
Kankesanthurai (K.K.S.) 35,309 — 
Kodikamum 32,500 — 
Manipay 32,500 - 
Nallur 31,864 — 
Pallai 27,500 - 
Point Pedro 22,972 — 
Uduvil 33,280 — 
Vaddukkoddai 36,935 — 
Valvettithurai 27,500 — 
Chankanai 2,500 — 
Killinochichi 7,500 1 
Nelliaddy 2,500 — 
Whole- Re- 
saler tailer 
1 
2 5 
7 13 
1 
1 
1 
1 2 
1 
1 
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Chile (sample) 
The sample in Chile was selected primarily on the basis 
of the geographic distribution of manufacturing, wholesaling 
and retailing in the country with the exclusion for econ¬ 
omic and other reasons of the lake and canal region. 
Table III.12 
Distribution of enterprises in Chile 
Manufacturing Wholesaling Retailing 
establishments establishments establish 
%(1960) % ments % 
Norte Grande 3.7 5.0 4.0 
Norte Chico 2.5 2.0 5.0 
Nucleo Central 71.8 76.0 68.0 
Concepcion y La Frontera 1 14.3 12.0 15.0 
Region de los Lagos 5.8 4.0 6.0 
Region de los Canales 1.9 1.0 2.0 
100.0 100.0 100.0 
* 
Source: Censos de poblacion del 
de Estadica, Chile. 
Servicio Nacional 
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Table III.13 
Chile Sample Manufacturer Wholesaler Retailer 
actual actual actual 
number number number 
Norte Grande 
(Antofagasta Distr.) 
Norte Chico 
(La Serena/Coquimbo 
Distr.) 
Nucleo Central I 
(Santiago/Valparaiso 
distr.) 
Nucleo Central II (Talca) 
Concepcion y La Frontera 
(Concepcion/Talcahuano 
Distr.) 
Region de los Lagos 
Region de los Canales 
21 
10 
0 
0 
7 
0 
0 
29 
12 
142 
28 
36 
0 
0 
42 22 247 Total 
Table III.14 
Population of Central Towns 
in Interview Districts 1963 
City Population 
Antofagasta 104,800 
La Serena 
Coquimbo 
^ 100,000 (approx) 
Santiago 2,258,700 
Valparaiso 280,700 
Talcahuano 77,700 
Concepcion 166,400 
Talca 117,400 
Sources: Departemento de Investigaciones 
Economicas, Santiago de Chile and 
"Chile, A Market for US Products" 
U.S. Department of Commerce, 1966 
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Greece (sample) 
The sample was drawn from the four major geographic 
regions, the North, the Mainland, the South and the 
Islands and from the Athens region. A guideline for the 
distribution of the interviews over these areas was ob¬ 
tained from the Union of Greek Industrialists. The Union 
indicated the production and consumption of the various 
product groups as follows: 
Noodles 
Production: Athens-Piraeus 50% 
Mainland 10% 
North 15% 
South 10% 
Islands 15% 
Consumption: Noodles are prepared for primarily 
local consumption. Consumption figures are thus 
more or less identical with production figures. 
Tomato Sauce 
Production: South 45-50% 
North 40% 
Islands 10-15% 
Consumption: Athens Piraeus 35% 
Other areas 65% (evenly 
distributed) 
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Cotton Material 
Production: Athens-Piraeus 
South 
} 80-85% 
Consumption: n. a. 
Toilet Soap 
Production: Athens-Piraeus 60-70% 
North and South 30-40% 
Consumption: Athens-Piraeus 50-60% 
Other areas 40-50% 
Pots & Pans 
Production: Athens-Piraeus 80% 
North and South 20% 
Consumption: Evenly distributed but relatively 
higher in urban areas. 
Refrigerators 
Production: Athens-Piraeus 100% 
Consumption: Athens-Piraeus 60% 
Other areas 40% 
Note: Competition between local manufacturers 
and import. 
It was also considered that for some products, whole¬ 
sale establishments were of less importance, such as pots 
and pans, cotton material and refrigerators. 
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CHAPTER IV 
COMPARISON OF ECONOMIC AND MARKETING INDICATORS 
Objectives 
The main objective of this study is to probe how well 
some of the characteristics of socio-economic development, 
most frequently considered, relate to marketing development 
(see the Delphi study mentioned above). The analysis aims 
at establishing whether the direction of development indi¬ 
cated by the socio-economic indicators really corresponds 
with the direction indicated by empirically established 
criteria of marketing development. 
The five countries studied will be ranked on each of 
a number of socio-economic characteristics. These rankings 
will be analyzed as to correlation with the rankings on a 
number of characteristics of marketing development using 
Spearman's rank correlation coefficient. The latter char¬ 
acteristics are arrived at through interpretation of the 
answers to the questions in the direct interviews. 
Analytical structure 
For reasons of analytical clarity the results from the 
field study have been organized along the following lines: 
The national marketing system is viewed as an exchange sys¬ 
tem involving a number of activities. The exchange system 
is built on the following reasoning: In a market there 
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must be a (1) product; to function the market must have ade¬ 
quate information about the product through various forms of 
(2) communication; a (3) transaction will have to take 
place; the system must be supported by (4) financial activi¬ 
ties and for efficiency there must be some form of (5) co¬ 
ordination and control of marketing activities. Activities 
are also influenced by (6) individual factors such as organ¬ 
izational structure and managerial attitudes; and (7) the 
general market structure imposes contraints on the activities. 
The questionnaires used for collecting the field information 
were constructed so as to demonstrate the elements mentioned. 
The field information on marketing will therefore be viewed 
under these headings in the following way: 
(1) Product activities 
Every exchange involves, obviously, a product (or ser¬ 
vice) . By product activities is meant those activities di¬ 
rectly related to the product and in terms of functions of 
the exchange system: assortment, branding and physical dis¬ 
tribution. 
(2) Communication activities 
Communication is a necessary element for any operation¬ 
al activity. Communication activities dealt with in the 
study include advertising, sales promotion and marketing re¬ 
search. 
(3) Transactional activities 
A transaction is the raison d'etre for the exchange sys- 
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tem - a positive outcome of the meeting between the seller 
and the buyer. Included under this heading are activities 
such as the exchange partners' means of establishing con¬ 
tacts, sales activities, purchase conditions and pricing. 
(4) Financial activities 
The financial activities considered are those related 
to a firm's credits, payment terms and payment habits. 
(5) Control activities 
Control activities are aimed at directing and coordin¬ 
ating the other activities in the system. Control and co¬ 
ordination are particularly influenced by ownership structure 
and the functioning of channels of distribution. 
The exchange system describes the factual activities in 
marketing. Yet these activities are influenced by "environ¬ 
mental" factors such as: 
(6) Individual factors of constraint illustrated by company 
organization structures and managerial attitudes, and 
(7) General market structure which imposes general con¬ 
straint on the system, such as size of trading area, credit 
habits, general trust, etc. 
The marketing data obtained will be organized along 
these lines and considered the dependent variables in a rank 
correlation analysis while socio-economic development indi¬ 
cators will be considered the independent variables. Sche¬ 
matically the relationship could be expressed in the follow¬ 
ing way: 
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ing way: 
1 LEVEL OF ECONOMIC DEVELOPMENT 
The five countries studied will be ranked with respect 
to the dependent variables from highest to lowest. Rank one 
will consequently indicate the relatively most developed and 
rank five the relatively least developed country. The var¬ 
ious marketing characteristics considered are expressed in 
terms applicable to the least developed country. Thus a 
statement such as "Assortments tend to be small and narrow" 
means that the assumption is that in the country ranked num¬ 
ber five, assortments are generally smaller and narrower than 
in any of the other countries. Using advertising to a greater 
extent than another will be considered more "advanced" from a 
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marketing point of view. 
Economic development factors (independent variables) 
The five countries are ranked according to level of econ¬ 
omic development based on indicators selected by the Delphi 
panel. The panel was asked to select 20 of 113 suggested 
indicators of economic development which they considered to 
have the most direct and signficiant bearing on marketing 
patterns in any given country (see Chapter II). 
As in the case of the dependent variables the country 
with the best position on any indicator will be given rank 
one while the country for which the indicator points at the 
lowest development level will be given rank five. 
Independent Variables 
1. General economic development 
l.a Gross National Product per capita; GNP/cap. is probably 
the most common indicator of economic development. As 
a composite measurement GNP/cap. has, however, certain 
drawbacks. (For a discussion, see Chapter I). 
In spite of the drawbacks of using GNP/capita discussed 
in Chapter I the factor may be as good or as bad a 
measure of development as we can ever get. Being a 
composite measure it relates conceivably to almost any 
marketing activity. More advanced forms of marketing 
are likely to be found in countries with a high GNP/ 
capita than in countries with a low GNP/capita because 
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consumer demand for goods and services increases with 
improved purchase power. 
1.b Investments as a percentage of GNP 
Investment is an indicator of the population's ability 
to save, hence a measurement of the relative affluence 
(excess purchase power) of the society. Consequently 
it could be used as an indicator of the development of 
the marketing system as affluence grows. 
l.c The argument for steel consumption parallels the 
argument for indicator l.b. 
1.d Percent of GDP originating in the tertiary sector 
The larger the contribution that the tertiary sector 
(wholesaling, retailing and services) makes to a 
country's Gross Domestic Product (GDP), the more de¬ 
veloped should the commercial network be. This indi¬ 
cator should consequently be an adequate measure of 
marketing development. 
1. e Manufacturing as percentage of GDP 
The larger the manufacturing content of GDP the more 
likely is it that the country is industrialized as 
opposed to an agrarian economy. Conventionally, in¬ 
dustrialization is considered a measurement of socio¬ 
economic development, and industrialization. 
2. a Newsprint consumption per capita 
A people's need for information reflects the complexity 
or sophistication of the society. The more complex the 
society, the more information is sought about both 
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immaterial and material matters. This should reflect 
the degree of development of marketing in terms of 
advertising, assortment, pricing, etc. 
2.b Newspaper circulation per capita 
Newspapers inform people of goods and services avail¬ 
able, not only in the domestic market but universally. 
They consequently stimulate demand. Where circulation 
is high, marketing is likely to be relatively more ad¬ 
vanced. 
2.c Radio receivers per capita 
As circulation of newspapers, a high ownership ratio 
of radio receivers indicates a more developed inform¬ 
ation system with likely parallels to marketing. 
2. d Telephones per capita 
Comments under 2.c apply. 
3. Transportation 
3.a Motor vehicle density 
The number of motor vehicles can be considered a 
measurement both of economic prosperity, moderniza¬ 
tion and mobility of population, all realted to the 
stage of development of the marketing system. 
3.b Railway density 
Comments under 3.a apply. 
3.c Road density 
Road density reflects particularly population mobility 
% 
i 
and the foundation for a developed domestic market. 
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3. d Intensity of railway use 
Comments under 3.c apply. 
4. Population organization 
4.a Urbanization 
An urbanized population is likely to be more demanding 
than a rural population, thus placing pressure on 
marekting institutions to innovate. Hence the market¬ 
ing system would develop with intensified urbanization. 
4. b Percentage of population employed in agriculture 
The higher the proportion of the population working in 
agriculture, the lower is the degree of industrializa¬ 
tion. Low degree of industrialization is likely to 
mean less indication for a well developed marketing 
system. 
5. Education 
5.a Literacy 
A literate population is more demanding in the quality 
and quantity of goods and services demanded. Literacy 
also has a bearing on the possibilities of using modern 
marketing methods. 
5.b Primary education enrollment 
Comments under 5.a apply. 
5.c Secondary education enrollment 
Comments under 5.a apply. 
5.d Higher education (university) enrollment 
Comments under 5.a apply. 
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6. Welfare 
The indicators under this heading refer to the general 
socio-economic development of a population. It is 
difficult to state any particular relationship to mar¬ 
keting activities except the generally presumed rela¬ 
tionship between economic development and marketing. 
6.a Inhabitants per hospital bed 
6.b Inhabitants per physician 
6. c Crude death rate 
7. Trade 
7.a Value of domestic trade per capita 
The higher the trade per capita, the more developed 
ought the marketing system be. 
7.b Export as a percentage of GNP 
A high export figure indicates presumably both high 
domestic production and sophistication in commercial 
matters. 
Analytical format 
Each of the areas of the exchange system will be dis¬ 
cussed separately and statements (hypotheses) as to the 
ranking of the countries on individual activities will be 
made using Spearman's rank correlation coefficient. These 
rankings will be correlated to the rankings of each country 
on the socio-economic dimensions. The rankings on several 
activities as a group within each area of the exchange sys¬ 
tem - as described - will then be correlated with the rank- 
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ings of each of seven groups of socio-economic indicators 
to find how well e.g. the several indicators of educational 
development as a group correlate with the development of 
marketing communication. Finally, an attempt will be made 
to develop an overall correlation between all the rankings 
on the marketing dimension and all the rankings on the socio 
economic dimension. 
The five countries were ranked on all the socio-econ¬ 
omic indicators from 1 to 5. The rank order correlations 
of each variable was then tested against all the other 
variables using Spearman's rank correlation coefficient: 
s 2 
n(n -1) 
This was done because we are operating with twenty-four 
indicators selected on the basis of intellectual reasoning, 
experience or sheer hunch. (Delphi method) It is quite 
conceivable that some of these measures do not measure de¬ 
velopment in the sense desired. If all indicators were 
valid, one would expect a high rank order correlation be¬ 
tween the countries on all indicators. 
The correlation test conducted actually showed that 
three indicators went against the tendency of all the 
others and were discarded. They were: 
3.c Road Density 
5.b Primary Education enrollment 
7.a Value of Domestic Trade per capita. 
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As an afterthought, there is no difficulty to suggest 
many (hypothetical) reasons why these indicators would not 
be good measures of development. To prove or disprove these 
hypotheses is, however, not the task at hand. 
The final list of socio-economic (independent) varia¬ 
bles used in the analysis is thus: 
1. a. 
b. 
c. 
d. 
e. 
GNP per capita 
Investments as percentage of GNP 
Steel consumption per capita 
Percentage of GDP from tertiary sector 
Manufacturing as percentage of GDP 
2. a. 
b. 
c. 
d. 
Newsprint consumption per capita 
Newspaper circulation per capita 
Radio receivers per capita 
Telephones per capita 
3. a. 
b. 
d. 
Motor vehicle density 
Railway density 
Intensity of railway use 
4. a. 
b. 
Urbanization 
Percentage of population employed in agriculture 
5. a. 
c. 
d. 
Literacy 
Secondary education enrollment 
Higher education enrollment 
6. a. 
b. 
c. 
Inhabitants per hospital bed 
Inhabitants per physician 
Crude death rate 
7. b. Export as percentage of GDP. 
CHAPTER V 
PRODUCT ACTIVITIES 
1. Product activities 
The activities used to indicate the degree of marketing 
development, particularly related to the product are: (A) 
the assortment, (B) branding - both use of manufacturers- 
brands and distributors (private) brands and (C) physical 
distribution of products. 
A. Assortment 
In a developed, affluent economy, marketing institu¬ 
tions must keep a wide product assortment to satisfy con¬ 
sumer demand. The more sophicticated and diversified the 
production facilities and the more diversified the market 
demand, the wider is the discrepancy between production and 
the market. This discrepancy is to be bridged by the in¬ 
stitutions in the channel of distribution, partly through 
preparing a product assortment. 
In an underdeveloped economy, this discrepancy is less 
serious as manufacturing in long series is uncommon and 
diversification of consumer demand is limited, primarily 
for income reasons. The demands on middlemens’ assortment 
function are therefore less pronounced. Besides this, there 
are however, a number of purely practical factors affecting 
the assortment. Costs of credit are high, thus limiting 
the size of the inventory; capital is scarce; storage space 
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is often inadequate. Margins are small and frequent addi¬ 
tion of new products is a risk that few middlemen are will¬ 
ing to take. They know by experience, which products they 
can move fast, and are reluctant to add products with an 
uncertain potential. A small inventory means a reduced 
width and depth of assortment. This situation is empir¬ 
ically evidenced in a number of studies. Alice Dewey 
stated in her investigation of trading in Java that full 
time traders tended to narrow their product range since 
each product class demands slightly different marketing 
procedures and skills, and no one person can hope to keep 
abreast of the current price situation, harvest expecta¬ 
tions and probably consumer demand for more than one or 
two major products.^ The risk involved in carrying a large 
product assortment has been further discussed by Slater in 
studies of Latin America. He contends that there are 
barriers, inhibiting middlemen to accept the responsibility 
for more products. He notes that because of the imperfec¬ 
tions in the developing countries' marketing systems, mid¬ 
dlemen want to minimize the market exposure or risk, par¬ 
ticularly on account of stringent limits of capital re- 
2 
sources. 
^Alice G. Dewey, Peasant Marketing in Java, New York, N.Y., 
The Free Press of Glencoe, 1962, p. 78. 
2 ... 
Charles C. Slater, "Marketing Processes in Developing Latin 
American Societies," Journal of Marketing, Vol. 32, No. 3, 
July 1968, p. 52. 
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Strang and Littlefield noted - also on the basis of 
studies in South America - that developing countries have 
"smaller companies, product lines are narrower, and markets 
fairly concentrated".3 
Boyd, et. al. studying the Egyptian marketing system, came 
to, in essence, the same conclusion. They maintain that 
most food stores in Egypt carry a very limited line of pro¬ 
ducts and noted that full line stores were virtually non¬ 
existent. As to wholesalers, the situation was identical, 
there were hardly any full line wholesalers and the majori¬ 
ty of the wholesalers in the country7 carried a limited line.^ 
The same source also indicates that "with respect to the 
buying function, most retailers do not have the concept of 
providing an assortment of goods. Consumer demand is in¬ 
terpreted in the narrow sense of a single item. Most re¬ 
tailers buy on a hand-to-mouth basis which, in part, is a 
reflection of the way the consumer buys. This practice is 
accentuated by the uncertainty generated by the government 
with respect to changes in price controls. Also, building 
^William A. Strang and James E. Littlefield, "Modern Market¬ 
ing: Problems of Transferral to Developing Economies," 
Mississiooi Valley Journal of Business and Economics, 
Louisiana State University in New Orleans, Vol. 5, No. 2, 
Winter 1970. 
4 
H.W. Boyd, Jr.; A.A. Sherbini and A.F., Sherif, "Channels 
of Distribution for Consumer Goods in Egypt," Journal of 
Marketing, Vol. 25, Oct. 1961, reprinted in M.S. Somers and 
J.B. Keman, (eds.). Comparative Marketing Systems: A Cul- 
tural Approach, New York, N.Y. Appleton Century Crofts, 
1968, p. 314-317. 
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an adequate inventory is costly and since the supplier often 
provides the financing, the retailer is prevented from in¬ 
creasing his inventory. 
Another piece of evidence of the relatively limited 
assortments in developing countries is given by Anderson, 
when he notices that the name "department store" is given 
to small size stores with narrow product lines in Thailand.5 6 
A different, but possible, partial explanation to the 
limited product assortments, at least in some countries is 
given by Moyer. He observes that in developing areas of 
the world, there are often restrictions imposed on which 
products a merchant is allowed to carry in his inventory. 
These restrictions can be both of an official nature, e.g. 
the existence of a license system for operations by product 
line, and/or imposed by trade associations or competitors. 
In the latter case there are numerous examples of how these 
restrictions are enforced, often with coercion and violence.7 
Such cartel rules do exist in more developed countries too, 
however, and it is difficult to assess their impact in terms 
of a development phenomenon. 
5Ibid., p. 314-315. 
Dole A. Anderson, Marketing and Development: The Thailand 
Experience, East Lansing, Mich., M.S.U. International Busi¬ 
ness and Economic Studies, Michigan State University, 1970, 
p. 71. 
7 
Reed Moyer, "The Structure of Markets in Developing Econ¬ 
omies, Business Topics (Michigan State University, East 
Lansing, Mich.), Autumn 1964, pp. 56-57. 
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Most underdeveloped countries also suffer from an in¬ 
ability to keep up with an ever growing "conspicious" de¬ 
mand. Through an international demonstration effect and 
the improved world communication system, new products are 
demanded long before the country itself can produce them. 
Good examples are such products as transistor radios, cheap 
plastic utensils, etc. This is one of the reasons why im¬ 
ported products play a relatively larger role in the assort¬ 
ments than in more self sufficient countries. Another rea¬ 
son for imported products to play an important role is that 
many of the developing countries were colonies until the 
1950's. In the colonies, industrial growth was generally 
not encouraged as these countries were good additional mar¬ 
kets for industry in the parent country (Cp. for example Portu- 
gal-Angola and Mozambique of today). The distribution 
system was to a great extent oriented towards import of 
many products. Even if import substitution is a goal in 
many instances, it takes considerable time to achieve. 
Statement 1 A.a. 
Assortments in less developed markets tend to be 
small and narrow; the rate of change in products is low. 
As countries develop economically the assortments expand. 
In all the five countries, the product assortments of both 
manufacturers and wholesalers were increasing e.g. based on the 
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respondents' experience of the year before the survey. The 
largest increases were found in Japan and the smallest in 
Chile 
In Italy and Japan the increases were evenly spread 
over all product classes. Greece had a slightly more pro¬ 
nounced increase in semidurables and durables. In Ceylon 
the semidurables dominated the changes. Only in Chile were 
the changes more noticeable in basic food products which 
might be a result of the country's development of more 
modern retailing forms. 
In all cases were decreases rare - on an average only 
8% of all respondents indicated that their assortment had 
shrunk during the last year. As this question pertains to 
the assortment function in the channel, the responses from 
manufacturers have been disregarded in ranking the coun¬ 
tries on this dimension: 
Wholesalers: (Percentage) Italy Japan Ceylon Chile Greece 
Increased 44 62 47 32 65 
Decreased 17 10 14 18 2 
No change 3 27 39 50 30 
No answer 110 03 
On the basis of reported "decreases" or no changes in 
the assortments, the following rank order between the coun¬ 
tries was developed for the year prior to the interview: 
Italy 
Japan 
Ceylon 
Chile 
Greece 
1 
3 
4 
5 
2 
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Wholesalers and retailers were, however, also asked whether 
they had made any changes in the products handled since 
the foundation of the company, which resulted in the follow¬ 
ing ranking: 
Retailers 
Italy 1 
Japan 5 
Ceylon 4 
Chile 2 
Greece 3 
Wholesalers 
1 
5 
4 
1 
3 
The average ranking of the countries on these three differ¬ 
ent scores was used for the final ranking. 
Final ranking: Italy 1 
Japan 5 
Ceylon 4 
Chile 3 
Greece 2* 
*(based on more favorable score in tie with Chile) 
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1. Rank correlations (lAa.) with the 21 socio economic 
development indicators:* 
Rank 
Socio econ. indicator Correlation Coefficient 
1 a 0.4 
b -0.1 
c 
o
 • 
o
 
d 
o
 • 
o
 
e 1 o
 
• 
2 a 1 o
 
• G
J 
b -0.3 
c 0.5 
d 
o
 • 
o
 
3 a 0.3 
b i o
 
• h-
1 
d -0.1 
4 a 1
 o
 
• to
 
b 0.3 
5 a I
 o
 
• H-
* 
c 
O
 • 
O
 
d 
o
 • 
o
 
6 a 
o
 • 
o
 
b 0.7 
c i
 o
 
• C
\ 
7 b 1
 o
 
• •o
 
Mean rank correlation 
coefficient: -0.00 
*See p. 61 for explanation of socio-economic 
(independent) indicators referred to. 
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Statement lAb. 
Businessmen in emerging economies show little inter¬ 
est in developing new products. 
The questions about new product interest were addressed 
only to manufacturers. The ranking is based on companies' 
interest in new products on the basis of product development 
being recognized as a legitimate function in company organ¬ 
ization . 
The results were that only 4% of the Japanese manufac¬ 
turers neglected product development, 18% of the Italian, 
22% of the Greeks, 25% of the Chileans and 37% of the 
Ceylonnese. The Japanese had also considerably more inter¬ 
est in specialization in particular products and the Ceylon¬ 
nese very little. 
Final ranking: Italy 2 
Japan 1 
Ceylon 5 
Chile 4 
Greece 3 
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2. Rank correlation (lAb) 
velopment indicators: 
Socio econ. indicator 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic de- 
Rank 
Correlation Coefficient 
0.9 
0.9 
1.0 
1.0 
0.9 
0.3 
0.7 
0.5 
1.0 
0.8 
0.9 
0.9 
0.3 
0.3 
0.9 
1.0 
1.0 
1.0 
0.7 
0.4 
0.3 
Mean rank correlation 
coefficient 0.8 
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Statement lAc. 
Imported products play a relatively more important 
role in an underdeveloped than a developed country. 
Wholesalers handling imported products were as follows: 
(Percentages Italy Japan Ceylon Chile Greece 
of Sample) 
52 16 88 59 72 
Import was rather even as to product categories with a 
few exceptions. In Chile the portion of imported product 
among food products was high and in Japan, processed food 
was a major import item, as might have been expected. 
Rank order: Italy 2 
Japan 1 
Ceylon 5 
Chile 3 
Greece 4 
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3. Rank correlation (lAc.) 
velopment indicators: 
Socio econ. indicator 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
* 5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic de- 
Rank 
Correlation Coefficient 
0.7 
0.7 
0.9 
0.9 
1.0 
0.9 
0.9 
0.3 
0.9 
0.9 
0.3 
1.0 
0.5 
0.6 
1.0 
0.9 
0.9 
0.9 
0.5 
0.3 
0.4 
Mean Rank correlation 
coefficient 0.8 
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Mean rank correlation coefficients by groups of inde¬ 
pendent and dependent variables in group 1A* * 
Dependent Independent Correlation 
variables variables coefficient 
Assortment Overall development 0.6 
Communication 0.5 
Transportation 0.6 
Org. of popul. 0.1 
Education 0.6 
Welfare 0.4 
Trade 0.0 
Mean correlation coefficient: 0.4 
*Mean of the mean rank correlation of each group of in¬ 
dependent variables and each group of dependent 
variables. 
This relatively low correlation coefficient is obviously 
highly influenced by the low coefficient on lA.a. An an¬ 
alysis of the ranking on the indicator shows that the low 
correlation is mainly due to Japan's revised showing. This 
is probably a good example of the many exceptions to market¬ 
ing development due to non-economic factors. The Japanese 
society is presently in an expansion period with fast grow¬ 
ing production output and production dominance. The Japan¬ 
ese business community is highly tradition bound and whole¬ 
salers and retailers still take the signals from the pro¬ 
ducers or from the government's regulating force. In spite 
of considerably improved consumer incomes, the Japanese popu 
lation is still in the main confined to very traditional pro 
ducts. Only in 1972 has Japan shown any notable official in 
terest in product diversification, both through import and 
through the domestic industry. 
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1.B. Branding 
In an affluent society, characterized by mass-produc¬ 
tion and mass-consumption, the necessity for the seller to 
clearly identify his products, so as to be able to communi¬ 
cate their existence to the buyer, is obvious. One product 
must be distinguished from another. The key to economical 
production is often to create a consumer brand loyalty 
towards the product offered. These statements seem almost 
naive made in a marketing oriented society of today. Still, 
branding or identification of consumer products is, even in 
the United States, a comparatively new activity. For many 
non-food products, branding became common first in the be¬ 
ginning of this century. In view of the development gap 
between developed and less developed measured in time terms, 
it is therefore not particularly remarkable that branding in 
emerging societies is rare or less frequent, since there is 
little need for it in a rudimentarily developed marketing 
system. The average manufacturer or producer is rather small 
and he usually produces on a scale that makes brand promotion 
economically less feasible. More important, however, in this 
context, is that the consumer typically buys in very small 
quantitites at each purchase occasion. Generally he cannot 
afford to buy a full sized package of a prepackaged consumer 
product. He buys one or two eggs - not a dozen, one cup of 
salt, one razor blade, one cigarette, etc. The retailer 
therefore is more interested to buy products in bulk and to 
weigh or count them out to the customers in small portions. 
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In such a situation the retailer plays a very active role 
as advisor in the transaction. The commonly accepted tech¬ 
nique in the Western world to market consumer convenience 
goods through a full-promotion blend makes little sense. 
Only as the standard of living increases and the consumer in¬ 
creases his discretionary income, can he afford to buy a 
standard size package. In that situation the middleman's 
role changes and his sales function becomes less personal. 
Self service (or semi-self service as is often the inter¬ 
mediary stage in developing countries), also changes the role 
allocation in marketing towards more activity on the part of 
the consumer. The more active the role played by the consumer, 
the more need is there for product identification and distri¬ 
bution and hence for branding. 
Most studies of marketing in less developed countries 
confirm that branding is relatively uncommon. Boyd, et. al. 
mention that they found that in Egypt there was little 
g 
branding of consumer goods. Carson states that "in India 
there are difficulties in marketing under conditions where 
brands are rare and where most products have no reputation 
Q 
to uphold." In the same country, Hirsch found that none of 
o 
Boyd, et. al., 0£. cit., p. 319. 
Q 
David Carson, International Marketing: A Comparative Sys- 
tems Approach, New York,N.Y. John Wiley & Sons, 1967, pT 
394. 
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the sugar factories he studied packaged for the ultimate 
consumer and that the only form of branding by the manufac¬ 
turer was to mark his name on the burlap bag.^ 
As to private branding, the practice of the middleman 
to put his brand identification on a product it is again a 
phenomenon requiring fairly large size operations. In an 
underdeveloped economy few retailers or wholesalers have 
attained the scale of operations required for promoting 
private brands. This question was somewhat difficult to 
ask particularly in Ceylon. Many middlemen pack their own 
condiments or tea'and therefore they consider that this 
package is their "private brand". The only identification 
supplied in most cases is a slip of paper inside the package 
identifying the packaging firm. Such a habit is not to be 
confused with private branding in the sense used here. 
The literature treating the less developed countries 
almost totally ignores the issue of private branding, pre¬ 
sumably because it is of little importance. That it is not 
very common even at more advanced stages of development is 
indicated by Thorelli writing about South Africa: "Pri¬ 
vate brands play a rather modest role in food as well as 
general merchandising"^ and Wind states that in Israel one 
■^Leon V. Hirsch, Marketing in an Underdeveloped Economy: 
The North Indian Sugar Industry. Englewood Cliffs, N.J., 
Prentice Hall, Inc., 1961, p. 139. 
^^Hans B. Thorelli, "South Africa: Its Multicultural Mar¬ 
keting System," Journal of Marketing, April 1968, Vol. 32, 
No. 2, p. 44. 
will find private label merchandise in top quality stores 
and supermarkets, but to a considerably lesser extent than 
12 
in the United States. In Japan, Yoshino observes that 
only 11 of 41 cooperative chain stores in all types of con¬ 
sumer lines, with an average of 140 stores per chain had 
13 
developed private brands in 1968. 
Statement IBa; 
Branding per se is unimportant in less developed 
countries and assumes significant importance only 
as countries develop economically. 
Three different bases were selected to rank the coun¬ 
tries on this dimension. The simplest method would of 
course have been to read the answers to the question whether 
the product in question was sold under a brand name or not. 
The responses from Chile and Greece were, however, not clear 
enough to permit this approach. 
Manufacturers were asked whether all of their products 
were sold under a brand name with the following results: 
All products sold under a brand name (percent positive 
response) 
Italy Japan Ceylon Chile Greece 
84 95 55 71 86 
Rank 
order 315 42 
_ 
Yoram Wind, "The Role of Marketing in Israel," Journal of 
Marketing, April 1967, Vol. 31, No. 2, p. 56. 
13 
Michael Y. Yoshino, The Japanese Marketing System: Adapta¬ 
tion and Innovation, Cambridge, Mass., The MIT Press, 1971, 
p. 234. 
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Wholesalers and retailers on the other hand, were also 
ranked on the basis of the opposite end of the scale: How 
many did not handle branded products of the type included 
in the investigation? 
Italy Japan Ceylon Chile Greece 
Rank order 
Wholesalers 125 34 
Rank order 
Retailers 415 23 
The final rank order (based on average rank) was: 
Italy 2 
Japan 1 
Ceylon 5 
Chile 4 
Greece 3 
One might have expected that the products sold without 
a brand name would be in the categories of basic good 
staples. The results confirmed that this was true in all 
cases. In all countries there was also an indication that 
inexpensive durables such as pots and pans were likely to 
be sold without a brand name. The incidence was not high 
as an average only 10-15%. of the respondents answered that 
they sold these products without a brand identification. 
Japan and Italy showed the least differences in branding 
between product categories, or, in other words, branding was 
generally common across the board of products. 
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4. Rank correlation (lBa.) with the 21 socio-economic 
development indicators: 
Socio economic indicator 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.9 
0.9 
1.0 
1.0 
0.9 
0.7 
0.7 
0.5 
1.0 
0.8 
0.9 
0.9 
0.3 
0.3 
0.9 
1.0 
1.0 
1.0 
0.7 
0.4 
0.3 
Mean rank correlation 
coefficient: 0.8 
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Statement lBb. 
Private brands play a relatively minor role in a 
less developed economy. 
The ranking was obtained on the basis of questions to 
wholesalers and to manufacturers as to the origin of brand 
names in products sold. In none of the countries was the 
incidence of retailer brands large enough to serve as a 
basis for ranking. In general the incidence was low all 
over and there was no mentionable difference between dif¬ 
ferent products. 
Rank order: Italy 3 
Japan 1 
Ceylon 5 
Chile 2 
Greece 4 
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5. Rank correlation (lBb.) 
development indicators: 
Socio economic indicators 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
0.5 
0.4 
0.7 
0.7 
0.9 
1.0 
1.0 
0.6 
0.7 
0.7 
0.4 
0.9 
0.8 
0.7 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Mean rank correlation coefficients by group of independent 
and dependent variables in group IB.* 
Dependent variable Independent variables 
Branding Overall development 0.8 
Communication 0.8 
Transportation 0.8 
Org. of population 0.5 
Education 0.9 
Welfare 0.6 
Trade 0.5 
Mean correlation coefficient: 0.7 
* 
Mean of the mean rank correlation of each group of 
independent variables and each group of dependent 
variables. 
1.C. Physical distribution 
Lack of a developed infrastructure has traditionally 
been one of the chief explanations of retardation in mar¬ 
keting development. Lack of means of transportation, in¬ 
sufficient road facilities, lack of adequate warehouse and 
storage facilities with resulting inferior inventories all 
have a crucial bearing on marketing efficiency. Venkatesan 
speculates for instance, that India's marketing development 
is lagging because "the means of transport have not been 
14 
adequately developed". He continues by saying that it is 
not uncommon to see oxcarts or horse driven carts trans¬ 
it 
M. Venkatesan, "The Environment of Marketing in India and 
the Role of Marketing in India's Economic Development," 
(Stencil), Amherst, Mass., University of Massachusetts, 
1969, p. 34. 
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porting goods within both urban and rural areas. It is un¬ 
officially estimated that bullock carts still carry as much 
15 
freight as the Indian railways. 
Because of lack of infrastructure and inadequate hand¬ 
ling, it has been estimated that up to 1/4 of all food pro¬ 
duction in developing countries is lost as a result of such 
different factors as frost, theft and rodents. Hettinger 
relates his experience from Iran (Persia): "Improvement 
of marketing in Persia must begin with the most elementary 
process. Next to improved food production techniques the 
greatest national need is for better transport,-,storage 
facilities are mostly primitive. 
A primitive transportation network often necessitates 
a system of regional warehouses that can be reached within 
reasonable time by the individual retailer-buyer. The rule 
in most underdeveloped economies is that the buyer must him¬ 
self initiate the contact with the seller as the latter sel¬ 
dom employs actively working salesmen. Anderson typically 
l5Ibid., p. 35. 
■^Herman S. Hettinger, "Marketing in Persia/" Journal of 
Marketing, Vol. 15, January 1951, reprinted in: M. S. 
Somers and J. G. Kernan, (eds.). Comparative Marketing 
Systems: A Cultural Approach, New York, N.Y., Appleton- 
Century-Crofts, 1968, p. 328, 329. 
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points out that since the transportation has improved in 
Thailand: "One trading firm no longer maintains inventor¬ 
ies at its nine regional sales offices since they all can 
be reached by a maximum of one and one-half day's truck 
17 
service from Bangkok." This is certainly not an ideal 
situation and it puts a heavy burden on the buyer. He has 
to spend an extraordinary amount of his effort on buying. 
That the transportation cost is important to the small 
buyer is obvious since it has been observed that some smaller 
retailers, selling with a minimal margin, actually make their 
only profit on transportation and the sale of the packaging 
material (cradles) and in transportation. Dewey notes: 
"The small trader can avoid the need for heavy capital in¬ 
vestment and the use of other scarce resources, such as 
transportation and communication networks, and substitute 
his own knowledge, time, and labor, which, in view of the 
high level of unemployment, leave a very low opportunity 
cost (that is to say, they have a low productivity in al- 
18 
ternative accessible uses)." In view of this situation 
it is rare to find transportation included in the price of 
goods in a less developed economy. First, when the economy 
has reached a point where transportation costs become rela¬ 
tively unimportant to the total purchase costs, can delivery 
_ 
Dole A. Anderson, Op. cit., p. 125. 
18 
Alice G. Dewey, Op. cit., p. 86. 
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become a routine operation included in the stated cost of 
the merchandise. 
As to delivery as a retailer service, the pattern in 
underdeveloped countries follows the one already described. 
Although labor is often cheap and abundant, the opportunity 
cost reasoning speaks in favor of the major burden to be 
put on the buyer or consumer. The transformation into a 
service economy is a phenomenon which takes place at a 
relatively advanced stage of development. 
Statement ICa. 
Transportation of products between seller and buyer 
is the buyer's responsibility in a less developed 
market. 
Respondents were asked two questions relative to the trans¬ 
portation responsibility. The first question pertained to 
their purchase activity and who was responsible for trans¬ 
portation when they bought supplies. The second question 
was directed to the situation when manufacturers and whole¬ 
salers sold to their customers. 
Rank order Italy 
(purchase) 
Manufacturer 2 
Wholesaler 3 
Retailer 3 
(sale) 
Manufacturer 2 
Wholesaler 3 
Average rank 2.6 
Final rank order 2 
Japan Ceylon Chile 
15 3 
15 4 
15 4 
14 5 
15 2 
Greece 
4 
2 
2 
3 
4 
1.0 
1 
4.8 
5 
3.6 
4 
3.0 
3 
Manufacturers of processed food products in almost all 
countries were responsible for collection of their raw ma¬ 
terial. In Ceylon over half of the wholesalers and re¬ 
tailers answered that they had to take care of transporta¬ 
tion for non durable products. Corresponding figure in 
Chile was 1/3, in Greece 1/3. In Italy, retailers in gen¬ 
eral were not responsible for collecting their own supplies 
except for products such as cooking utensils in about 25% 
of the cases. In Japan, transportation for almost all pro¬ 
ducts is handled by the suppliers. 
6. Rank correlation (lCa) with the 21 socio economic 
development indicators: 
Independent variable Rank Correlation coefficient 
1 a 0.9 
b o
 
• VO
 
c 1.0 
d 1.0 
e 0.9 
2 a 0.7 
b 0.7 
c 0.5 
d 1.0 
3 a 0.8 
b 0.9 
d 0.9 
4 a 0.3 
b 0.3 
5 a 0.9 
c 1.0 
d 1.0 
(cont.) 
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6 a 1.0 
b 0.7 
c 0.4 
7 b 0.3 
Mean rank correlation 
coefficient: 0.8 
Statement lCb. 
Transportation costs are usually not part of the 
selling price in a less developed market. 
The answer to the direct question "Are transportation costs 
usually included in your purchase price or are they paid 
separately?" was: 
(Percentages) Italy Japan Ceylon 
M W R M W R M W R 
1/Costs paid 
separately 16 33 31 3 3 9 61 48 60 
2/Costs included 
in price 75 60 62 95 96 89 24 49 35 
3/Costs negoti- 
ated-differs 
from case to 
case 3 2 0 0 0 0 0 0 0 
4/Costs shared 
5/No answer/ 
0 5 4 0 1 2 2 0 5 
Don't know 5 1 3 2 0 0 12 2 1 
Total 100 100 100 100 100 100 100 100 100 
(Percentages) < Chile Greece 
1/Costs paid 
separately 43 54 55 32 15 22 
2/Costs included 
in price 33 36 39 57 83 72 
3/Costs negoti- 
ated-differs 
from case to 
* * 
case 2 0 0 7 0 0 
4/Costs shared 
5/No answer/ 
2 9 2 0 2 6 
Don't know 19 0 4 5 0 ' 0 
Total 100 100 100 100 100 100 
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Final rank order 
based on: 
("Costs paid separately") Italy 3 
Japan 1 
Ceylon 4 
Chile 5 
Greece 2 
There were no particular deviations in the pattern 
with respect to particular products. 
7. Rank correlation (lCb.) with the 21 socio-economic 
development indicators: 
t 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
b 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.6 
0.9 
0.8 
0.8 
0.5 
0.3 
0.3 
-0.1 
0.8 
0.3 
0.9 
0.5 
0.0 
-0.3 
0.5 
0.8 
0.8 
0.8 
0.5 
0.6 
0.3 
Mean rank correlation 
coefficient: 0.5 
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Statement lCc. 
Companies1 inventories tend to be relatively smaller 
in developing markets than in more advanced markets. 
Manufacturers, wholesalers and retailers were asked to in¬ 
dicate the number of sales days represented by present in¬ 
ventory for their particular product. Inventories vary of 
course with type of product but as an overall result the 
countries ranked accordingly: 
Italy 1 
Japan 4 
Ceylon 5 
Chile 3 
Greece 2 
In Italy inventories tended to last all the way from 1 week 
to 3 months with some emphasis on the longer period. The 
typical figure in Japan was 2-4 weeks for manufacturers and 
4-8 weeks for retailers. Almost fifty percent of the manu¬ 
facturers and wholesalers, and thirty percent of the re¬ 
tailers had inventories for about one week. In Chile and 
Greece the figures varied from one to six weeks and in 
Ceylon one week was typical. 
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8. Rank correlation (lCc.) 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio economic 
Rank 
Correlation coefficient 
0.7 
0.2 
0.4 
0.4 
0.3 
0.1 
0.1 
0.7 
0.4 
0.6 
0.2 
0.3 
0.1 
0.5 
0.3 
0.4 
0.4 
0.4 
0.9 
-0.3 
-0.4 
Mean rank correlation 
coefficient: 0.3 
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Statement lCd. 
Warehouses in developing economies tend to be small. 
The size of the warehouse was judged according to number of 
employees involved in each specific case. The ranking was: 
Italy 4 
Japan 1 
Ceylon 5 
Chile 3 
Greece 2 
9. Rank correlation (lCd.) with the 21 socio economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
la 0.4 
b 0.5 
c 0.7 
d 0.7 
e 0.6 
2 a 0.7 
b 0.7 
c 0.1 
d 0.7 
3 a 0.7 
b 0.5 
d 0.6 
4 a 0.7 
b 0.2 
5 a 0.6 
c 0.7 
d 0.7 
6 a 0.7 
b 0.3 
c 0.9 
7 b 0.8 
Mean rank correlation 
coefficient: 0.6 
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Statement ICe. 
Home delivery to retail customers is uncommon in a 
less developed market characterized by lack of 
service facilities. 
On the question: "Do you deliver merchandise to the house 
of individual customers?", the responses from retailers 
were: 
(Percentage) Italy Japan Ceylon Chile Greece 
52 87 14 50 60 
Rank order 
10. Rank correlation (ICe.) with the 21 socio economic 
development indicators: Rank 
Independent variable Correlation coefficient 
la 0.7 
b 0.8 
c 0.9 
d 0.9 
e 0.7 
2 a 0.6 
b 0.6 
c 0.2 
d 0.9 
3 a 0.5 
b 0.8 
d 0.7 
4 a 0.4 
b 0.1 
5 a 0.7 
c 0.9 
d 0.9 
6 a 0.9 
b 0.6 
c 0.7 
7 b Mean rank correlation 0.5 
coefficient: 0.7 
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Mean rank correlation coefficients by group of independent 
and dependent variables:* in group 1C 
Dependent variable Independent variables 
Physical Distribution Overall development 0.7 
Communication 0.5 
Transportation 0.6 
Org. of population 0.2 
Education 0.7 
Welfare 0.6 
Trade 0.3 
Mean correlation coefficient: 0.5 
* 
Mean of the mean rank correlations of each group 
of independent variables and each group of de¬ 
pendent variables. 
Summary: Product Activities 
Mean rank correlation coefficients between groups of socio¬ 
economic indicators and groups of Product Activities. 
Independent variables 
Dependent variables 
Assortment Branding Phys. Distr 
Overall development 0.6 0.8 0.7 
Communication 0.5 0.8 0.5 
Transportation 0.6 0.8 0.6 
Org. of population 0.1 0.5 0.2 
Education 0.6 0.9 0.7 
Welfare 0.4 0.6 0.6 
Trade 0.0 0.5 0.3 
In all cases, the coefficients point in the same di- 
rection, although "Organization of Population"and "Trade" 
show a less positive correlation. At this stage of the 
study we will refrain from making any deduction as to the 
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reasons for the lack of rank order correlation in these 
two cases. If the same situation prevails also with the 
respect to other marketing activities, the case should be 
considered more thoroughly. 
In general, the ten marketing indicators have shown a 
high correlation with economic development indicators. The 
results are: 
Summary table 
Rank correlation coefficient Number of indicators 
0.8 4 
0.7 2 
0.6 1 
0.5 
0.4 
1 
0.3 
0 
1 
0.2 
0.1 
0 
0.0 
0 
1 
CHAPTER VI 
COMMUNICATION 
Communication in marketing serves essentially three 
basic purposes: (1) it transmits information about the 
product and its availability to the prospective buyers, 
(2) it serves to stimulate the transaction through per¬ 
suasive techniques, and (3) it provides the seller with 
information about the market and feed-back on the results 
of marketing operations. In general, popular emphasis 
has been placed on the second of these functions, the 
persuasive nature of communication. One reason for this is 
that modern communication techniques have been developed 
in affluent economies, where the competitive marketing 
battle is for a share of a relatively high discretionary 
consumer income. Unfortunately, this emphasis has con¬ 
tributed to give all forward business communication, even 
of the most informative kind, a bad connotation in less 
affluent and at the same time more tradition bound econ¬ 
omies. Communication is probably the most socially and 
culturally influenced of all marketing functions. Re¬ 
gardless of stage of development the communication flow 
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has also been subject to criticism and official regulation 
on the basis of the most varied ethical norms. 
The cultural obstacles are, however, not the only 
ones. As a country develops, greater specialization in 
production and distribution result, and the marketing 
system becomes more complex. The channels of distribu¬ 
tion become impersonalized and hence a substitute for 
communication through direct contact is required. There 
is a shift in the methods towards emphasizing mass media. 
Tne initiative in the information process shifts to the 
seller whose efforts will have to replace the traditional 
pattern of buyers searching for information. 
A & B. 
Advertising and Sales Promotion 
"The type and quality of advertising and sales pro¬ 
motion in a nation are typically a reflection of the level 
of development of the country's marketing system. 
In the emerging country there is first of all a lack 
of communication means. In view of the common dual econ¬ 
omy pattern, a large proportion of the population lives 
outside the urban areas and cannot be reached for e.g. 
^David Carson, International Marketing, A Comparative 
Systems Approach, New York, N.Y., John Wiley & Sons, 
1967, p. 371. 
99 
lack of national newspapers or magazines, lack of elec¬ 
tricity and last but not least, even if means existed, 
technically they simply couldn't afford them. Westfall 
and Boyd say that less than 20 percent of the Indian pop- 
2 
ulation lives in major cities, thus, being within reason¬ 
able reach of common mass media. Boyd, et. al. have a 
similar explanation to the media problem in describing 
3 
the Egyptian market. "Retail advertising and promotion 
(in Egypt) is of minor importance. Retail advertising 
accounts for only 11.9% of newspaper advertising. The 
absence of local newspapers (all the important magazines 
and newspapers are national) makes the cost of retail 
3 
advertising prohibitive to most retailers." 
Venkatesan notes, in agreement with Boyd and Westfall, 
that there is little advertising in India, "The wholesalers 
2 
Ralph Westfall and Harper W. Boyd, Jr., "Marketing in 
India," Journal of Marketing, Vol. 25, No. 2 (Oct. 1960), 
reprinted in Robert C. Patty and Harvey L. Vredenburg, 
(eds.). Readings in Global Marketing Management, New York, 
N.Y., Appleton Century Crofts, 1969, p. 395. 
3 
William Boyd, A.A. Sherbini and A.F. Sheriff, "Channels 
of Distribution for Consumer Goods in Egypt," Journal of 
Marketing, Vol. 25, Oct. 1961, reprinted in M.S. Somers 
and J.B. Keman, Comparative Marketing Systems: A Cul- 
tural ADDroach, New York, N.Y., Appleton Century Crofts, 
1968. 
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do not undertake promotional activities even for the trade 
4 
channels and generally take very little initiative." 
Hirsch, though, points out in his study of the sugar indus¬ 
try in India, that virtually the same situation (lack of 
industrial advertising to the ultimate consumer) prevailed 
5 
in the United States before World War I. 
He explains this partly as a result of the lack of 
packaging to the final consumer by the industry (cp. Brand¬ 
ing above).^ 
From another part of the world, Bennett says that re- 
7 
tail advertising in Chile is virtually non-existent. 
Stewart gives the following illustrative description of 
the markets in the Middle East (Lebanon, Syria, Jordan, 
Iraq, Saudi Arabia, Kuwait): "Product promotion is con¬ 
fined largely to lotteries in which consumer durables are 
awarded as prizes. Advertising, barred from government con¬ 
trolled radio stations, is conducted through the press and 
movie houses. The effectiveness of these latter media is 
4 
M. Venkatesan, "The Environment of Marketing in India and 
the Role of Marketing in India's Economic Development." 
Amherst, Mass., Stencil, University of Massachusetts, 1969, 
p. 30. 
5 
Leon V. Hirsch, Marketing in an Underdeveloped Economy, The 
North Indian Sugar Industry, Englewood Cliffs, N.J., Pren¬ 
tice Hall, 1961, pp. 139-140. 
^Ibid., p. 140. 
7 ... 
Peter D. Bennett, "Retailing Evolution or Revolution m 
Chile," Journal of Marketing, Vol. 30, No. 3, July 1966, 
p. 39. 
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doubtful and thus, they fail to sustain the impact of pro¬ 
motion. The newspaper field is characterized by a host of 
small dailies, few with circulations more than a couple of 
thousand. Movie advertising generally takes the form of 
slides shown at the beginning of the program. 
In making promotion and advertising budgets, local 
businessmen belong to the "all-you-can-afford" school, the 
appropriation being based on volume of past sale. They are 
g 
frank to admit that results are unknown." 
As mentioned in several studies of developing coun¬ 
tries, the official regulations of advertising often based 
on "ethical" reasons, are common and a major obstacle. From 
Thailand, Anderson quotes a statement from the Ministry of 
National Development complaining that the "excessive use of 
advertising was becoming a 'nuisance' and contributed to in- 
9 
creased prices of consumer goods." 
A further obstacle to the development of the advertis¬ 
ing function is the varying degree of literacy. In many de¬ 
veloping countries the majority of the population have had 
little or no formal education and cannot read or write. 
Charles F. Stewart, "The Changing Middle East Market," 
Journal of Marketing, Vol. 25, No. 3, Jan. 1961, reprinted 
in: Robert C. Patty and Harvey L. Vredenburg, Readings in 
Global Marketing Management, Appleton Century Crofts, New 
York, N.Y., 1969 . 
9 
Dole E. Anderson, Marketing and Development, The Thailand 
Experience, MSU, International Business and Economic 
Studies, Michigan State University, East Lansing, Mich., 
1970, p. 104. 
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The most common method in measuring the status of ad¬ 
vertising is probably to evaluate advertising expenditures 
per capita in each country. Fayerweather suggests another 
method. "The dominant pattern is the pronounced rise in 
level of expenditures from the low income countries to the 
high income ones. In the former, advertising generally runs 
less than 1 percent of national income, while at the upper 
end it approaches 3 percent. Furthermore, many of the ex¬ 
penditure ratios fall on a rough curve, suggesting that 
there is some systematic relation between economic develop¬ 
ment and advertising. 
It is not suggested here that sales promotional activ¬ 
ities deviate from more conventional advertising activities, 
although a distinction particularly in the retailing stage 
is conceivable. Examples of both have, however, been con¬ 
sidered in measuring marketing development in this study. 
Even if there is often little forward directed inform¬ 
ation activity going on inthe developing market, the need 
for contact between seller and buyer is still imperative. 
Trade fairs and exhibitions are not very important in the 
United States where the communication system is already 
functioning at a high level, but in Western Europe, for in¬ 
stance - close to the United States in marketing develop- 
"^John Fayerweather, International Marketing, Prentice 
Hall, Inc., Englewood Cliffs, N.J., 1965, p. 82. 
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merit - these activities tend to take on a significant impor¬ 
tance. It is therefore not a far fetched assumption that 
the lower the level of development, the more important do 
fairs and exhibitions become as a means of communication. 
Statement 2Aa. 
Advertising is not used (or trusted) as a means of 
communication in less developed markets. 
Advertising in the five countries is judged by two different 
scores. (1) The prevalent attitude towards advertising - 
whether it is considered useful or not and (2) regardless 
of attitude, which could be economically influenced, adver¬ 
tising done by the respondent company in the year before 
the interview. 
Attitude towards advertising (percentages) 
Manufacturers Italy Japan Ceylon Chile Greece 
Positive attitude 89 89 63 90 82 
Negative attitude 
No answer/don't 
11 11 31 5 18 
know 0 0 6 5 0 
Rank order 2 2 5 1 4 
Wholesalers 
Positive attitude 72 34 84 82 69 
Negative attitude 
No answer/don't 
26 63 14 18 28 
know 2 2 2 0 2 
Rank order 3 5 1 2 4 
Retailers 
Positive attitude 37 66 77 84 76 
Negative attitude 
No answer/don't 
23 27 22 13 22 
know 40 11 1 2 2 
Rank order 5 4 2 1 •3 
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Advertising done (percentages) 
Manufacturers Italy Japan Ceylon Chile Greece 
Advertised in past 
year 64 93 53 52 68 
No advertising 34 6 43 43 32 
No answer/don't know 2 0 4 5 0 
Rank order 3 1 4 5 2 
Wholesalers 
Advertised in past year 34 64 32 50 29 
No advertising 62 34 67 41 68 
No answer/don't know 2 1 1 9 2 
Rank order 3 1 4 2 5 
Retailer 
Advertised in past year 17 71 29 39 29 
No advertising 83 28 70 61 71 
No answer/don't know 0 0 1 0 1 
Rank order 5 1 3 2 3 
Average rank order 3.5 2.33 3.30 2.2 3.5 
Final rank order: 5 2 3 1 4 
A further analysis of advertising habits was under¬ 
taken for illustration purposes breaking down the respondent 
firms in size-groups as follows: Manufacturers with less 
than 25 employees and under $2,200,000 annual sales and 
with 26-50 employees and less than $160,000 sales were 
classified as small. Other manufacturers with 26-250 em¬ 
ployees and those with 251-1000 employees and under $160,000 
sales were classified as medium. All other manufacturers 
(over 251 employees) were assigned to the large class. 
Small wholesalers were defined as those with less than 2 
employees and those with under 5 employees and under $680,000 
annual sales. All other wholesalers with 3-15 employees and 
those with 16-25 employees and under $640,000 sales were 
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classified as medium. All other wholesalers (over 16 em¬ 
ployees) were classified as large. Retailers were classi¬ 
fied on the basis of the number of full time family employ¬ 
ees. All those with no non-family full time employees were 
defined as small, those with 1-2 full time non-family em¬ 
ployees and less than 4 full time non-family employees were 
classified as medium and the remainder, that is, those with 
over 3 non-family full time employees or over 6 family full 
time employees were classified as large. 
The figures indicate that size of company - as expected 
is an important factor in deciding the use of advertising. 
These figures should also be seen in contrast to the atti¬ 
tudes toward advertising, where it was clear that many com¬ 
panies if they could have afforded it, would have advertised 
more. For instance, twice as many retailers in Ceylon 
thought that advertising could help them as those who actu¬ 
ally used it. These proportions were generally confirmed in 
the other countries, except for the Japanese wholesalers 
who, although they said that they advertised, did not think 
it would help them much in their sales efforts. This situa¬ 
tion corresponds with the results of a 1969 study in Japan 
where it was found that 80 percent of 1426 retailers inter¬ 
viewed were not satisfied with their wholesalers' attitudes 
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toward advertising.^^ 
Rank correlation (2Aa.) with the 21 socio economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a -0.5 
b • 
o
 
I 
c -0.2 
d -0.2 
e 0.1 
2 a 0.5 
b 0.5 
c -0.2 
d -0.2 
3 a 
CM • 
O
 
1 
b • 
o
 1 
d 0.1 
4 a 0.7 
b 0.3 
5 a 0.1 
c -0.2 
d i o
 
• ro
 
6 a 
CM • 
o
 
1 
b 1 o
 
• 
c 0.5 
7 b o
 
• 00
 
Mean rank correlation 
coefficient: 0.00 
Source: Commerce in Japan 1969 Tokyo, The Ministry 
of International Trade and Industry (MITI), pp. 120-121. 
Note: The MITI study was conducted largely on the basis 
of the questionnaire originally used in this study. 
MITI used the same field force. 
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This lack of correlation is somewhat surprising, but 
as stated before, communication, and particularly advertis¬ 
ing, are highly influenced by the social and cultural envi¬ 
ronment. It is quite possible that the five countries se¬ 
lected for study, although properly spaced on the socio-econ 
omic development curve, when it comes to advertising habits 
and attitudes are influenced by entirely different factors. 
In other words, it seems questionable that this marketing ac 
tivity can be judged from common development indicators and 
that a generalization is difficult. Also the measurement 
technique used here may not be sufficiently sensitive to 
changes occurring. 
Statement 2Ab. 
The less developed a country is, the less is spent 
on an average on media advertising. 
Although the survey gave an adequate break down of the popu¬ 
larity of different media (see below) the ranking here is 
based on external figures of media expenditures per capita 
in the different countries as recorded elsewhere. 
Media expenditures per capita* 
Italy $11.00 
Japan $15.00 
Ceylon $0.16-0.50 
Chile $2.25 
Greece $3.45 
Italy Japan Ceylon Chile Greece 
Rank order: 21 54 3 
*Source: International Advertising, Vol. 10, No. 16, 1969, 
pp. 5-7. 
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Ranking for purely illustrative purposes, the various 
media in order of importance per country shows the follow¬ 
ing picture: 
Manufacturers 
Newspapers, weekly 
magazines 
Trade publication 
Cinema 
Radio 
TV 
Misc. (Posters, 
handbooks, etc.) 
Italy Japan Ceylon Chile Greece 
1 
2 
3 
4 
3 
1 
2 
4 
3 
1 
1 
3 
4 
4 
5 
2 
5 
5 
1 
4 
1 
5 
2 
4 
3 
5 2 3 6 
Wholesalers 
Newspapers, weekly 
magazines 1 
Radio 4 
TV 4 
Pamphletc, handbooks 2 
Cinema 5 
Outdoor 5 
Other 3 
1 
2 
2 
3 
5 
5 
4 
1 
3 
3 
4 
2 
6 
5 
1 
1 
1 
3 
2 
3 
2 
2 
3 
3 
4 
1 
6 
5 
Retailers 
Newspapers, weekly 
magazines 1 
Radio 3 
TV 4 
Pamphlets, handbooks 3 
Cinema 2 
Outdoor 3 
Other 3 
1 
3 
4 
2 
7 
6 
6 
1 
3 
3 
4 
2 
5 
5 
1 
1 
4 
4 
2 
3 
3 
1 
3 
7 
5 
6 
4 
4 
Newspapers and weeklies are in all countries the most 
popular media. Cinema advertising does not seem to have 
too much appeal in Japan but is of obvious importance in all 
the other countries. In general, one might assume that the 
media pattern only to a small degree corresponds to market 
development, but rather reflects geographic and demographic 
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factors. It was, however, clear that firms in Japan and 
Italy spread their advertising over more media, while in 
the other countries one or two media dominated and the 
remaining ones were used more rarely. In Ceylon and Greece 
the thrust was in favor of newspapers and cinema, and in 
Chile newspapers and radio. 
Owing to the similarity in media ranking and the large 
number of choices, these latter figures were not deemed 
appropriate as basis for ranking. The final ranking was 
therefore made only on the basis of media expenditures per 
capita as indicated above. 
Ill 
Rank correlation (2Ab.) with the 21 socio economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.9 
b 0.9 
c 1.0 
d 1.0 
e 0.9 
2 a 0.7 
b 0.7 
c 0.5 
d 1.0 
3 a 0.8 
b 0.9 
d 0.9 
4 a 0.3 
b 0.1 
5 a 0.9 
c 1.0 
d 1.0 
6 a 1.0 
b 0.7 
c 0.9 
7 b 0.3 
Mean rank correlation 
coefficient: 0.8 
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Mean rank correlation coefficients by groups of independent 
and dependent variables in group 2A.* 
Dependent variable Independent variables 
Advertising Overall development 
Communication 
Transportation 
Org. of popul. 
Education 
Welfare 
Trade 
Correlation 
coefficient 
0.4 
0.5 
0.4 
0.4 
0.4 
0.3 
0.6 
Mean correlation coefficient: 0.4 
Mean of the mean rank correlation of each group 
of independent variables and each group of de¬ 
pendent variables. 
The two indicators of marketing development, one based 
on the attitudes and habits of the marketing community, the 
other on statistical facts were very different. This may 
point to an important fact with respect to marketing. As 
development takes place, certain marketing activities will 
automatically occur although the average (small) firm will 
not be convinced that it serves any purpose or that it is 
profitable. It is also conceivable that the expenditures 
per capita indicate an influence of multinational firms 
showing an interest in the more developed market. That the 
latter may be true is supported by the large amount of 
foreign influence in the advertising industries of particu¬ 
larly Japan and Italy. 
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Statement 2Ba. 
Sales promotional methods are not commonly used in 
developing markets. 
Manufacturers in the five countries are supplying sales pro¬ 
motional help to customers in the following way: 
Italy Japan Ceylon Chile Greece 
(Percentages) 
Consumer contests 9 49 12 2 14 
Point of Purchase 
48 69 24 19 32 
Salesmens' contests 20 43 6 10 18 
Payment for local 
adv. 29 52 8 12 18 
Supply of adv. 
material ( 59 79 31 10 43 
Average percentage 33 58 16 11 25 
Rank order 2 1 4 5 3 
Wholesalers assisted in the following way • • 
(Percentages) 
Premia, contests 
etc. 6 45 8 18 8 
Point of Purchase 
15 27 8 14 24 
Payment of local 
adv. 6 3 3 0 5 
Average percentage 9 24 6 11 12 
Rank order 4 1 5 3 2 
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Retailers used the following promotion methods: 
Italy Japan Ceylon Chile 
Sales & deals 
Coupons to customers 
Customer contests 
Misc. 
Average percentage 
Rank order 
Average rank order 
Final rank order 
9 
4 
0 
4 
4 
5 
3.7 
3 
18 
31 
1 
19 
17 
2 
1.3 
1 
17 
1 
0 
0 
5 
4 
4.3 
5 
21 
0 
3 
8 
8 
3 
3.7 
4 
Greece 
11 
0 
3 
6 
20 
1 
2.0 
2 
Rank correlation (2Ba.) with the 21 socio economic 
indicators: Rank 
Independent variable Correlation coefficient 
la 0.7 
b 0.8 
c 0.9 
d 0.9 
e 0.7 
2 a 0.6 
b 0.6 
c 0.2 
d 0.9 
3 a 0.5 
b 0.8 
d 0.7 
4 a 0.4 
b 0.1 
5 a 0.7 
c 0.9 
d 0.9 
6a - 0.9 
b 0.6 
c 0.7 
7 a Mean rank correlation 0.5 
coefficient: 0.7 
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Statement 25b. 
Trade fairs are important elements in promoting 
sales in developing markets. 
As with respect to advertising, many respondents (whole- 
salers) considered trade fairs an important means of achiev¬ 
ing sales in the less developed countries, but the oppor¬ 
tunities of visiting fairs or exhibitions had been limited. 
To the question: Do you consider trade fairs and ex¬ 
hibitions useful in judging new customers the answer was: 
(Percentages) 
Useful 
Not useful 
DX/NA 
Italy Japan Ceylon Chile Greece 
25 
74 
1 
37 
62 
1 
78 
20 
1 
73 
27 
0 
39 
59 
2 
Rank order 
In Greece, 38% of the respondents had visited a trade 
fair or exhibition during the year previous to the inter¬ 
view’. In the other countries the percentages varied from 
14 in Chile to 22 in Italy. An affirmation of the hypothe¬ 
tical statement was also that while Italian and Japanese 
firms considered trade fairs important almost exclusively 
for durable goods, the respondents in the other countries 
did not make any distinction between product categories. 
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Rank correlation (2Bb.) with the 21 socio economic 
indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 1.0 
b 0.8 
c 0.9 
d 0.9 
e 0.8 
2 a 0.5 
b 0.5 
c 0.7 
d 0.9 
3 a 0.9 
b 0.8 
d 0.8 
4 a 0.1 
b 0.4 
5 a 0.8 
c 0.9 
d 0.9 
6 a 0.9 
b 0.9 
c 0.0 
7 b -0.1 
Mean rank correlation 
coefficient: 0.7 
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Mean rank correlation coefficients by groups of independent 
and dependent variables in group 2B.* 
Dependent variables Independent variables 
Sales Promotion Overall development 
Communication 
Transportation 
Org. of popul. 
Education 
Welfare 
Trade 
Correlation 
coefficient 
0.8 
0.6 
0.8 
0.3 
0.9 
0.7 
0.2 
Mean correlation coefficient: 0.6 
* 
Mean between the mean rank correlation coefficients 
of each group of independent variables and independent 
variables. 
Again except for "Organization of population" and 
"Trade" the rank correlation between independent and de¬ 
pendent variables is positive and high. 
C. Information Gathering - Marketing Research 
Marketing research, much like advertising is often 
considered a futile effort in the emerging markets. Busi¬ 
nessmen are skeptical, they don't want to believe in re¬ 
search results that indicate that their traditional business 
method is wrong, nor do they see much reason to pay for re¬ 
search, proving that they were instinctively right. The 
market is commonly regarded as static and the only way a 
seller can improve his market share is to beat the competi¬ 
tors in the game by producing a physically better product. 
In essence the developing society is production oriented, or 
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as a factory owner in India explained it to Hirsch: "We 
12 
make the sugar; we do not run a bazaar shop." 
There is to date little evidence to the effect that 
marketing research - even on a modest scale - is practised 
in the developing countries except by foreign firms. Glade 
and Udell said about Peru: "Indeed, there is remarkably 
little evidence in the survey of over one hundred indus¬ 
trial firms that much systematic market research has ever 
been made to identify consumer needs among alternative 
13 
product types.— 
To fully appraise the status of marketing research in 
developing countries requires an initial consideration of 
the diverse inherent environmental factors which impede or 
may impede the development of a marketing concept as such. 
A number of factors are at work. The interaction of all 
these factors make it extremely difficult to assess the 
relative responsibility of each of them for the lack of 
marketing orientation and hence the neglect of marketing 
research. By marketing concept is here meant the perception 
that a consumer orientation, supported by marketing research 
and consequent innovations in products and distribution 
12 
Leon V. Hirsch, 0£. cit., p. 13. 
"^William Glade and Jon G. Udell, "The Marketing Behavior of 
Peruvian Firms: Obstacles and Contributions to Economic 
Development" in R. Moyer, and S.C. Hollander, Markets and 
Marketing in Developing Economies, Homewood Ill., Richard 
D. Irwin, 1968, p. 160. 
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strategy, should be central to the operation of the enter¬ 
prise . 
The most severe obstacle to efficient marketing re¬ 
search in developing markets, apart from the lack of mar¬ 
keting orientation, is the lack of people with an educa¬ 
tional background sufficient to undertake serious and mean¬ 
ingful research. Most countries, even the least developed, 
do have advertising agencies and other institutions willing 
but not often capable of conducting marketing research. 
This study is in itself an illustration of the difficulties 
of even collecting basic data. Only in Italy and Japan were 
there interviewers who had had any previous experience in 
this type of work. In the three other countries intensive 
training sessions had to be conducted before the field work 
could start. 
Family ownership and small size of companies and mar¬ 
kets are other impeding factors. The aim of the family is 
more often than not to keep the company in the family in a 
traditional pattern of operations than to expand activities 
and markets. Consequently there is no need seen for new 
markets, nor does any one seem to care much for the market 
reaction. In a market where the limited amount of products 
available usually finds a buyer and where the economies of 
mass production can scarcely be realized there is no induce¬ 
ment to spend money on ventures of a highly probabilistic 
nature. Neither is competition regarded as a necessary 
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force. Collusion is presumably often favored over outright 
rivalry. 
Branding, and hence advertising are less frequent and 
there is little need seen for assessing the sales or market¬ 
ing policies of the company. 
As some of these obstacles disappear with development, 
and markets attains a higher purchase power, the impor¬ 
tance of market fact finding becomes more obvious. 
Statement 2Ca. 
If marketing research is used in a developing society 
it is of a simple nature and, not of a formal character. 
Italy: (Manufacturers): 41% of the Italian manufacturers 
had experience of market research. Consumer surveys was the 
most common method, but product research, sales forecasting 
and dealer surveys were also mentioned. 
Japan: (Manufacturers): 69% of the Japanese manufacturers 
had undertaken market research activities covering the same 
fields as those mentioned under Italy and also studies per¬ 
taining to advertising and analyses of competitors. 
Ceylon: (Manufacturers) : Only 14% of the Ceylo.nnese manu¬ 
facturers had done any market research and only in the field 
of consumer surveys. 
Chile: (Manufacturers): 23% of the manufacturer respon¬ 
dents in Chile had market research experience. 14% of con¬ 
sumer surveys, 5% of dealer surveys, 2% had done some sales 
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forecasting, and 2% indicated research of an unspecified 
nature. 
Greece: (Manufacturers): Total percentage that had one 
market research was 42% including all the fields mentioned 
under Italy above, except for dealer surveys. 
Except for Japan, where 23% of the wholesalers had 
market research experience, there was hardly any market re¬ 
search undertaken in the wholesale stage in any of the 
countries. 
Rank order: Italy 3 
Japan 1 
Ceylon 5 
Chile 4 
Greece 2 
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Rank correlation (2Ca.) with the 21 socio economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.7 
b 0.8 
c 0.9 
d 0.9 
e 0.7 
2 a 0.6 
b 0.6 
c 0.2 
d 0.9 
3 a 0.5 
b 0.8 
d 0.7 
4 a 0.4 
b 0.1 
5 a 0.7 
c 0.9 
d 0.9 
6 a 0.9 
b 0.6 
c 0.7 
7 b 0.5 
Mean rank correlation 
coefficient: 0.7 
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Statement 2Cb. 
There is little systematic collection of information 
on customers in developing markets. 
The percentage of manufacturing firms in each country that 
conducted some systematic form of collection of information 
on their customers were: 
Italy 80% 
Japan 79% 
Ceylon 43% 
Chile 52% 
Greece 91% 
The main source of information was invariably the company's 
own salesmen. There was very little indication of use of 
such sources as trade associations, government sources, etc. 
Rank order (Manufacturers) Italy 2 
Japan 3 
Ceylon 5 
Chile 4 
Greece 1 
As to wholesale firms undertaking systematic collection 
of information on their 
Rank order (Wholesalers) 
customers the percentages were: 
Italy 40% 
Japan 42% 
Ceylon 23% 
Chile 55% 
Greece 65% 
Italy 4 
Japan 3 
Ceylon 5 
Chile 2 
Greece 1 
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Final rank order: ^ 
(based on average rank) Italy 2“ 
Japan 3 
Ceylon 5 
Chile 4 
Greece 1 
^The tie between Italy , Japan and Chile was broken 
on the basis of total percentages. 
Rank correlation (2Cb.) with the 21 socio economic 
development indicators: 
Independent variable 
Rank 
Correlation coe icient 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 a 
0.7 
0.5 
0.6 
0.6 
0.3 
0.1 
0.1 
0.3 
0.6 
0.4 
0.5 
0.3 
0.1 
0.1 
0.3 
0.6 
0.6 
0.6 
0.9 
0.2 
-0.1 
Mean rank correlation 
coefficient: 0.4 
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Statement 2Cc. 
Professional specialists are for various reasons 
rarely used for market research purposes in develop¬ 
ing markets. 
The following percentages indicate, for those companies 
that undertake any market research, the proportion between 
own research and research undertaken by outside agencies: 
Manufacturers % Italy Japan Ceylon Chile Greece 
A/Own research 
activities 34 47 86 91 63 
B/Outside only 56 ^ 
>66 
23 >> 
>53 
14 9 27 
C/ A & B 10 ' 30 J 0 0 0 
Rank order: 1 2 4 5 3 
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Rank correlation (2Cc.) 
development indicators: 
Independent Variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
c 
4 a 
b 
5 a 
b 
c 
6 a 
b 
c 
7 a 
with the 21 socio economic 
Rank 
Correlation Coefficient 
0.9 
0.9 
0.8 
0.8 
0.6 
0.2 
0.2 
0.4 
0.8 
0.7 
0.9 
0.6 
-0.3 
0.0 
0.6 
0.8 
0.8 
0.8 
0.8 
-0.1 
-0.3 
Mean rank correlation 
coefficient: 0.5 
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tart cr.lv a. a certain level cf development prcbai.lv not 
yet attained by Ceylon and barely by Greece and Chile. If 
this were true, it would indicate that there are perhaps 
threshold values fcr each, cf the sccic e cor otic indicators 
below vhich the factors have little cr no indicative value. 
Overall deveIcpnert, Transportation and Education seen 
no be acceptable predictors of znarketing contain i cat ions 
deve lo oner. t. 
mx ccrre_ataon ooez rtotent 
barber cf 
indications 'tncider.ce) 
O.S 1 
0.8 2 
0.7 3 
0.6 4 
0.5 1 
0.4 5 
0.3 2 
0.2 1 
0.1 0 
0.0 2 
Mean rant correlation efficient: 1.4 
Median rant, correlation coefficient: 0.5 
CHAPTER VII 
TRANSACTIONAL ACTIVITIES 
3A. Transactional Activities 
Contacts Buyer/Seller 
A transaction is the raison d'etre for the exchange sys¬ 
tem - a positive outcome of the seller's confrontation with 
the buyer. The actual transaction involves a number of ac¬ 
tivities, attitudes and initiatives of which a few have been 
selected here as characteristic of the degree of marketing 
development. 
Contacts between buyer and seller 
It has been stated in various connections that the mar¬ 
keting process in a less developed market is directed backwards 
rather than forwards. By that is meant that the search process 
is oriented from buyer to seller rather than from seller to 
buyer or that the buyer's initiative is more prevalent than the 
seller's. As countries develop the direction changes. Boyd 
and Westfall say about India that "the initiative for exchange 
as the wholesale level comes primarily from the buyer. On 
their last purchase, twenty seven out of thirty utensil whole¬ 
salers bought from manufacturers and three from other whole¬ 
salers. Fourteen of the thirty visited the manufacturer to 
make their purchase and four others sent their orders by mail." 
^Ralph Westfall and Harper W. Boyd, Jr., "Marketing in India," 
Journal of Marketing, Vol. 25, No. 2 (Oct. 1960), reprinted 
in Robert Patty and Harvey L. Vrendenburg, Readings in Global 
Marketing Management, Appleton Century Crofts, New York, N.Y., 
1969, p. 393. 
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Westfall and Boyd also mention in connection with re¬ 
tailers: "One hardware retailer goes to the city twice a 
month, a 6 hour round trip to buy from a manufacturer. An¬ 
other has a monthly train ticket to Bombay, and has his son 
go almost every day to make small purchases from a whole- 
2 
saler. No salesman has ever called on either retailer. 
Samli indicates that wholesalers in Turkey do not usu¬ 
ally solicit customers. Only in "dead seasons" may they 
send out "good will" representatives. 
Because the burden of contact is on the buyer he usually' 
cannot afford the time to keep in touch with more than a few 
suppliers. As exemplified by Galbraith and Holton in their 
study of distribution in Puerto Rico: "There is a strong 
tendency for smaller stores and those located in rural areas 
4 
to depend upon fewer rather than many wholesalers." Hirsch 
notices the same situation in India.^ 
The typical merchant in a developing country is short 
of capital, that means that he can extend his purchase ac¬ 
tivities only to a few suppliers. He often gets in a depen- 
2Ibid., p. 395. 
3 
A. Coskun Samli, "Wholesaling in an Economy of Scarcity," 
Journal of Marketing, Vol. 28, (July 1964), reprinted in M. 
Sommers and J. Kernan, Comparative Marketing Systems: A 
Cultural Approach, Appleton, Century Crofts, New York, N.Y., 
p. 339. 
4 
John Kenneth Galbraith and Richard H. Holton, Marketing 
Efficiency in Puerto Rico, Cambridge, Mass., Harvard Uni¬ 
versity Press, 1955, p. 24. 
5 
Leon V. Hirsch, Marketing m an Underdeveloped Economy: 
The North Indian Sugar Industry, Englewood Cliffs, N.J., 
Prentice Hall, Inc., 1961. 
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dence situation (credit) with these suppliers. For that 
reason and because he has a better chance to make a profit 
by buying wisely than by selling (he usually is not "market¬ 
ing oriented"), he is always willing to accept a new supplier. 
For this reason most of these merchants have their marketing 
orientation upstream rather than downstream in the channel 
of distribution. 
The mode of payment is as mentioned a fact, closely re¬ 
lated to the choice of supplier. If a buyer can get out of 
his dependency relation to a supplier, he would probably do 
so only if he could get better conditions from another sup¬ 
plier. Small wholesalers or retailers are often given credit 
at low rate for up to a month. As a retailer expressed it to 
Hirsch, "So far, two considerations have kept me from buying 
from the big wholesalers. They would not give me credit for 
one month as those from whom I purchase now, second, because 
I am a small buyer, the big wholesalers might notreat me as 
well."6 
Statement 3Aa. 
Buyers are more likely than sellers to initiate the 
transactional contact in a developing economy. 
The rank order between the countries is based on two elements, 
a) the respondents were asked to indicate who generally took 
the initiative in a busine-s transaction, the seller or the buy 
er, and b) the place where the negotiation of a sale took place 
6Ibid., p. 240. 
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Following are the percentages of cases where the con¬ 
tact in a transaction was initiated by the supplier: 
Suppliers initiated contacts 
(Percentages) Italy Japan Ceylon Chile Greece 
Manufacturers 52 23 10 17 16 
Rank order 1 2 5 3 4 
Wholesalers 46 44 40 14 28 
Rank order 1 2 3 5 4 
Retailers 51 42 30 53 45 
Rank order 2 4 5 1 3 
It was found in all countries, except Ceylon, that the 
larger a manfacturer was the more likely he was to initiate 
the contact. As for wholesalers, size did not seem to have 
any effect. With respect to place of negotiation of a trans¬ 
action, either buyer's or sellers place, the results were 
(also in percentages): 
Place of Transactional negotiation 
(Percentages) 
Manufacturers: 
Buyer's place 
Seller's place 
Both buyer's & 
seller's place 
Mail or agent 
No answer 
Italy Japan Ceylon Chile Greece 
There was no consistent pattern with respect to product 
categories, as to when negotiations took place at the seller's 
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place, i.e. the buyer went to the seller and presumably took 
the initiative. In Italy there was little difference be¬ 
tween product categories, although the more durable the pro¬ 
duct the more likely it seems that the buyer take the in¬ 
itiative. The same pattern was true for Japan. In Chile, 
the search activity from the buyer's side was most common 
for semi-durables while in Greece the buyer seemed to take 
the initiative in the case of non durables. In Ceylon the 
dominant pattern in all categories was that the buyer went 
to the seller. The rank order arrived at (based on the 
figures indicating negotiation at buyer's place is: 
Italy 1 
Japan 5 
Ceylon 4 
Chile 3 
Greece 2 
The same characteristic for wholesalers was: 
Place of transactional negotiation 
(Percentages) Italy Japan Ceylon Chile Greece 
Wholesalers: 
Buyer's place 76 72 28 59 28 
Seller's place 12 2 43 18 49 
Both buyer's & 
seller's place 5 24 18 14 23 
Misc. 2 1 9 0 0 
N. A. 5 1 2 9 0 
The pattern with reference to product categories coin 
cided with the one discussed under manufacturers above. 
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Using the same rank order base the outcome is: 
Italy 1 
Japan 
Ceylon 
Chile 
Greece 
2 
5 
3 
4 
The averages of the rank orders on the five scores 
mentioned is: 
Final rank order 
Italy 1.2 1 
Japan 3.0 2a 
Ceylon 3.7 5 
Chile 3.0 3a 
Greece 3.2 4 
ajapan had a lower rank than 
Chile in 3 out of 5 cases. 
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Rank correlation (3Aa.) with the 21 socio-economic 
variables 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.9 
0.6 
0.8 
0.8 
0.9 
0.7 
0.7 
0.9 
0.8 
1.0 
0.6 
0.9 
0.3 
0.7 
0.9 
0.8 
0.8 
0.8 
0.7 
-0.1 
0.0 
Mean rank correlation 
coefficient: 0.7 
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Statement 3Ab. 
Firms in developing countries tend to limit the 
number of suppliers they deal with. 
The rank order on number of suppliers was arrived at by 
calculating the median number of suppliers of the particu¬ 
lar product to wholesalers and retailers in each country 
discussed which was: 
Median number of suppliers (to manufacturers) 
Italy 
4.12 
Japan 
9.54 
Rank order 
Ceylon 
4.06 
Chile 
3.87 
Greece 
4.79 
Median number of suppliers (to wholesalers) 
Rank order 
Italy Japan Ceylon Chile Greece 
3.19 6.55 3.0 3.37 3.24 
4 15 2 3 
Average rank order 
Italy 3.5 
Japan 1.0 
Ceylon 4.5 
Chile . 3.5 
Greece 2.5 
Final rank order 
3 
1 
5 
4 
2 
Size of company did not affect the number of current 
suppliers. In Japan the largest numbers of suppliers ap¬ 
peared for processed food products and cooking utensils. 
Durables were as a rule acquired from very few sources. In 
Italy, soap and cooking utensils had the largest numbers of 
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suppliers. In Ceylon basic food and textile products had 
the largest numbers of suppliers. For both products the 
typical number was five, while it was three for cooking 
utensils and one only for processed food products and soap. 
In Chile the largest number of suppliers was found in the 
textile field. In Greece, there was no visible difference 
between the product groups. 
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Rank correlation (3Ab.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.7 
0.8 
0.9 
0.9 
0.7 
0.6 
0.6 
0.2 
0.9 
0.5 
0.8 
0.7 
0.9 
0.1 
0.7 
0.9 
0.9 
0.9 
0.6 
0.7 
0.5 
Mean rank correlation 
coefficient: 0.7 
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Statement 3Ac. 
Firms in developing countries change suppliers more 
often than those in more developed countries. 
On the question: "Do you generally buy from the same sup¬ 
pliers or do you change often?" the answers were: 
Manufacturers (percentages) Italy Japan Ceylon Chile Greece 
Always from same supplier 75 95 39 79 80 
Change often 20 2 57 12 18 
Own source of supply 2 2 2 7 2 
No answer 4 2 2 2 0 
Rank order 4 1 5 2 3 
Wholesalers (percentages) 
Always same source of 
supplier 96 94 74 91 85 
Change often 2 2 17 9 4 
Change 1 0 0 0 10 
N. A. 1 0 9 0 1 
Rank order 1 2 5 3 4 
Average rank order Final rank order 
Italy 2.5 3 
Japan 1.5 1 
Ceylon 5 5 
Chile 2.5 2 
Greece 3.5 4 
The most important reasons for changing suppliers often 
were for wholesalers: 
Italy: 
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d 
Quality and relationship with manufacturer (ex¬ 
clusive franchise) 
Japan: Relationship with manufacturers (exclusive fran¬ 
chise) 
Ceylon: Price 
Chile: Relationship with manufacturers (exclusive fran¬ 
chise) 
Greece: Quality 
For retailers the reasons most frequently stated were: 
Italy: Price/discount 
Japan: No dominating reason 
Ceylon: Price/discount 
Chile: Price/discount 
Greece: Price/discount 
These reasons tend to support the hypothesis that econ¬ 
omic factors are most often the reasons for changing suppliers 
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Rank correlation (3Ac.) with the 21 socio-economic 
development indicators 
Rank 
Independent variable Correlation coefficient 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
0.5 
0.4 
0.7 
0.7 
0.9 
1.0 
1.0 
0.6 
0.7 
0.7 
0.4 
0.9 
0.8 
0.7 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Statement 3Ad. 
Companies in developing countries are more interested 
in new suppliers than their counterparts in more de¬ 
veloped countries. 
Respondents were asked to express their interest in obtain¬ 
ing new suppliers, with the following results: 
Wholesalers Italy Japan Ceylon Chile Greece 
(Percentages) 
Interested 18 28 52 41 38 
Not interested 79 71 48 59 61 
n.a./d.k. 3 1 0 0 0 
100 100 100 100 100 
Rank order: 1 2 5 4 3 
Retailers 
(Percentages) 
Interested 40 9 56 59 53 
Not interested 57 89 49 38 46 
n.a./d.k. 3 7 0 3 1 
100 100 100 100 100 
Rank order: 2 1 4 5 3 
Average rank order: 1.5 1.5 4.5 4.5 3.0 
Total rank order: 2 1 5 „ 4 3 
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Rank correlation (3Ad.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.9 
0.9 
1.0 
1.0 
0.9 
0.7 
0.7 
0.5 
1.0 
0.8 
0.9 
0.9 
0.3 
0.3 
0.9 
1.0 
1.0 
1.0 
0.7 
0.9 
0.3 
Mean rank correlation 
coefficient: 0.8 
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Statement 
Suppliers* visits are infrequent and irregular in 
developing countries. 
Although the answers to a number of questions support the 
statement, the responses do not give a clear answer. Fifty 
percent of the responding retailers in Ceylon for instance 
had no feeling for the frequency of salesmen's visits and 
could not answer the question. The no-answer category was 
large among retailers ( (and wholesalers) also in other coun-^ 
tries. The material is therefore not sufficient to give a 
foundation for ranking. 
Statement 3Ae. 
- Payment terms are an important factor in a merchant's 
choice of supplier in a developing economy. 
Respondents were asked to give their reasons for selecting 
suppliers (they could mention several). For the respective 
categories in the five countries the rank order of reasons 
were: 
Manufacturers 
(Rank orders) 
Price 
Quality 
Service 
Limited sources 
of supply 
Payment terms 
Italy Japan Ceylon Chile Greece 
2 
1 
3 
2 
1 
2 
12 2 
2 11 
3 3 3 
4 5 
5 4 
5 5 
4 4 
5 
4 
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Wholesalers 
(Rank orders) 
Price 
Quality 
Service 
Payment cond. 
Spec, contract 
Brand popularity 
Pers. rel. 
Italy Japan 
2 
1 
4 
6 
3 
4 
7 
5 
4 
6 
7 
1 
3 
2 
Ceylon 
1 
2 
4 
3 
4 
6 
7 
Chile 
1 
2 
4 
3 
6 
7 
5 
Greece 
2 
1 
4 
3 
5 
7 
6 
Retailers 
(Rank orders) 
Price 2 
Quality 1 
Service 4 
Payment terms 5 
Pers. relations 8 
Convenience(nearby) 7 
Franchise 3 
Limited source 
of supply 8 
Brand preference 6 
Assortment size 8 
2 
1 
3 
4 
7 
9 
5 
2 
1 
4 
3 
5 
7 
6 
5 
9 
7 
7 
9 
9 
Using the respective rank order figures for "payment terms" 
as scores for its relative importance gives the following 
result. 
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Final rank order 
Italy 5 + 6 + 5 = 16 2 
Japan 4+7+6=17 1 
Ceylon 4 + 3 + 4 = 11 4 
Chile 5 + 3 + 4 = 12 3 
Greece 4 + 3 + 3 = 10 5 
Apart from the information about payment terms the 
tables reveal that price and quality are the most decisive 
factors in choice of supply. The absolute figures also in¬ 
dicated that in Japan personal relations between companies 
and established contractual relationships play a decisive 
role, much more than in any of the other countries, which 
might be a reflection of the character of the whole Japan¬ 
ese business system. 
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Rank correlation (3Ae.) with the 21 socio-economic 
indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.6 
0.6 
0.7 
0.7 
0.9 
0.8 
0.8 
0.6 
0.7 
0.8 
0.6 
0.9 
0.3 
0.5 
0.9 
0.7 
0.7 
0.7 
0.2 
0.1 
0.3 
Mean rank correlation 
coefficient: 0.6 
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Mean Correlation coefficients by groups of independent and 
dependent variables. 
Dependent Variables Independent Variables 
Correlation 
coefficient 
Contact Buyer/ Overall Development 0.8 
Seller Communication 0.7 
Transportation 0.8 
Org. of population 0.4 
Education 0.8 
Welfare 0.5 
Trade 0.4 
Mean correlation coefficient: 0.6 
3B. Sales Activities 
As a consequence of the suggested upstream rather than 
downstream activity in the channel of distribution a typi¬ 
cal merchant in a developing economy does not employ many 
salesmen. He thinks that he doesn't need to as the cus¬ 
tomers come to him. He does, however, often share a sales¬ 
man with other firms. These "salesmen" go under many names, 
brokers, agents, representatives, stockists, etc. and are 
frequently found in all emerging economies, often in de¬ 
fiance of economic logic. The salesmen used are usually in 
the profession either because they belong to a certain mer¬ 
chant caste as in India, or because it is a family tradition, 
or because the ease of entry into the salesman's job is con¬ 
siderable. If such a person is responsible, partly or wholly 
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for company sales to a certain group of customers as in a 
certain region he is usually paid on commission and rarely 
a fixed salary. 
Statement 3Ba. 
The average number of salesmen per company is lower 
in the developing than in the developed country. 
As the average size of companies could have a decisive 
effect on ranking countries on the basis of number of sales- 
mentper company, the analysis for this rank-order was con¬ 
cluded in two stages. Responding companies were first 
divided in three categories, large, medium and small, along 
the lines already described (see Marketing Communication). 
For each category (except small) and country, the median 
number of salesmen per company and country was calculated. 
The "small" category was excluded as in almost all countries, 
the small company typically had very few, if any, salesmen. 
Large manufacturers 
Median number of 
salesmen employed 
Rank order 
Italy Japan Ceylon Chile Greece 
75 33 18 
12 3 
5 16 
5 4 
Medium sized 
manufacturers 
Median number of 
salesmen employed 
Rank order 
13 18 3 4 
2 15 4 
9 
3 
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Large Wholesalers 
Median number of 
salesmen employed 
Rank order 
Medium Wholesalers 
Median number of 
salesmen employed 
Rank order 
Italy Japan Ceylon Chile Greece 
3 17 2 8 
4 15 2 
5 
3 
4 13 3.4 3.3 2.7 
2 13 4 5 
Average rank order 2.25 1.25 3.75 3.75 
Final rank order 
I 
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Rank correlation (3Ba.) with the 21 socio-economic 
indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.9 
b 0.9 
c 1.0 
d 1.0 
e 0.9 
2 a 0.7 
b 0.7 
c 0.5 
d 1.0 
3 a 0.8 
b 0.9 
d 0.9 
4 a 0.3 
b 0.3 
5 a 0.9 
c 1.0 
d 1.0 
6 a 1.0 
b 0.7 
c 0.9 
7 b 0.3 
Mean rank correlation 
coefficient: 0.8 
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Statement 3Bb. 
Salesmen in developing markets cannot make ends meet 
with only one employer. They therefore often repre- 
sent more than one company. 
The respondents indicated the exclusive or non-exclusive 
use of salesmen as follows: 
Manufacturers 
(Percentages) 
Italy Japan Ceylon Chile Greece 
All salesmen work 
only for firms 46 100 55 36 50 
Some work only for 
firms 30 0 6 12 23 
All also work for 
others 5 0 0 19 16 
No salesmen employed 0 0 28 26 11 
No answer/Don't know 19 0 11 7 0 
100 100 100 100 100 
Rank order 4 1 2 5 3 
Wholesalers 
(Percentages) 
All salesmen work 
only for firm 44 100 84 54 64 
Some work only 
for firm 12 0 2 27 5 
All also work for 
others 5 0 1 5 1 
No salesmen employed 18 0 12 14 28 
No answer/Don't know 21 0 1 0 2 
100 100 100 100 100 
Rank order 5 1 2 4 3 
Average rank order 4.5 1 2 4.5 3 
Final rank order 5 1 2 4 3 
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Rank correlation (3Bb.) with the 21 socio-economic 
indicators: 
Rank 
Independent variable Correlation coefficient 
1 a i o
 
• u>
 
b 0.3 
c 0.1 
d 0.1 
e 
o
 • 
o
 
2 a 0.1 
b 0.1 
c I o
 
• '-j
 
d • 
o
 l 
3 a 0.3 
b 0.3 
d 
o
 • 
o
 
4 a 
o
 • 
o
 
b 
VO • 
o
 1 
5 a 
o
 • 
o
 
c 0.1 
d 0.1 
6 a 0.1 
b 
in
 . 
o
 l 
c 0.7 
7 b 
VO • 
o
 
Mean rank correlation 
coefficient: 0.0 
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Statement 3Bc. 
Salesmen's calls are as a rule not regular and sys¬ 
tematically planned in a less developed economy. 
Use of program of regular visits to customers. 
Manufacturers 
(Percentages) 
Italy Japan Ceylon Chile Greece 
Visit regularly 78 92 39 55 82 
Do not visit 
regularly 20 8 53 31 18 
No answer/don't know 2 0 8 14 0 
100 100 100 100 100 
Rank order 3 1 5 4 2 
Wholesalers 
(Percentages) 
Visit regularly 52 79 10 59 65 
Do not visit 
regularly 43 20 71 41 34 
No answer/don't know 1 1 19 0 1 
100 100 100 100 100 
Rank order 4 1 5 3 2 
Average rank order 3.5 1 5 2.5 2 
Final rank order 3 1 5 4 2 
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Rank correlation (3Bc.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.7 
0.8 
0.9 
0.9 
0.7 
• 0.6 
0.6 
0.2 
0.9 
0.5 
0.8 
0.7 
0.4 
0.1 
0.7 
0.9 
0.9 
0.9 
0.6 
0.7 
0.5 
Mean rank correlation 
coefficient: 0.7 
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Statement 3Bd. 
To enter the salesmen's profession is usually very 
easy in a developing economy. Consequently, sales¬ 
men are most often not adequately prepared for their 
job. 
The following is the answer pertaining to salesmen's occu¬ 
pational background: 
No previous background with the product sold: 
Manufacturer Italy Japan Ceylon Chile 
Percentage 20 0 18 12 
Rank order 51 4 3 
Wholesaler 
Percentage 
Rank order 
31 
5 
9 
3 
Average rank order 3.5 1.0 4.5 3.0 
Final rank order 41 5 2 
Greece 
9 
2 
14 
4 
3.0 
3 
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Rank correlation (3Bd.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
' 5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.3 
0.3 
0.6 
0.6 
0.7 
0.9 
0.9 
0.3 
0.6 
0.9 
0.3 
0.7 
0.9 
0.5 
0.7 
0.6 
0.6 
0.6 
0.1 
0.8 
0.9 
Mean rank correlation 
coefficient: 0.6 
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Statement 3Be. 
A salesman's job in a developing country is unattrac¬ 
tive and not highly considered. For this reason the 
average salesman has a rather low educational back¬ 
ground. 
Salesmen with an educational background equivalent to high 
school and/or university: 
Manufacturers Italy Japan Ceylon Chile Greece 
(percentages) 44 92 24 52 36 
Final Rank order 315 24 
In Japan and to some extent in Italy, salesmen had 
university background, particularly those selling durable 
products with a technical content. In the three other 
countries not one single salesman had an education above 
the equivalence of senior high school. This is an inter¬ 
esting situation which possibly reflects both upon the lack 
of educational opportunities and the low prestige of the 
marketing jobs in developing countries. 
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Rank correlation (3Be.) 
indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
. 5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
0.5 
0.4 
0.7 
0.7 
0.9 
1.0 
1.0 
0.6 
0.7 
0.7 
0.4 
0.9 
0.8 
0.7 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Mean Correlation coefficients by group of independent and 
dependent variables. 
Correlation 
Dependent Variables Independent Variables Coefficient 
Sales activities Overall Development 0.6 
Communication 0.4 
Transportation 0.4 
Org. of population 0.3 
Education 0.7 
Welfare 0.5 
Trade 0.6 
Mean correlation coefficient: 0.5 
3C. Transactional Conditions 
In the more developed nations, market prices, as a 
rule, are relatively fixed, because of greater standardiza¬ 
tion of goods and services or because the individual daily 
purchase in most cases is comparatively unimportant to the 
average customer. In many emerging nations, however, bar¬ 
gaining is a major factor in pricing, or, in other words, the 
fixed consumer price is not commonly recognized. 
In the absence of prepackaging and branding, the re¬ 
tailer does not see the necessity to stick to a pre-de- 
termined price, or if the price is "pre-ticketed" - which is 
not usually necessary in the absence of self-service, it is 
often so with the bargain margin in mind. Dewey says about 
Java: "Bargaining is the accepted method of setting prices 
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for agricultural produce and for many of the products of 
cottage industry. Both the quality and the supply of these 
vary, and bargaining allows rapid adjustment to coincide 
7 
with the changes." She also observes that bargaining is 
common in small scale trade but that settled prices become 
g 
more common as the volume of trade increases. 
There may be many explanations for the custom of bar¬ 
gaining, which appears to be habitual in most developing 
countries* We generally know the popular explanation of bar¬ 
gaining. To trade is a pleasure, and a pastime occupation 
for people in many countries. If one immediately accepts 
the price offered by say an Arab merchant, one deprives him 
of half the satisfaction of the transaction. For him the 
sharp bargaining is the satisfaction, more than the profit 
or pecuniar income. Venkatesan, however, explains it in a 
somewhat more subtle or logical fashion with reference to 
India: "It is difficult for anyone from a different culture 
to understand the bargaining process, unless he can compre¬ 
hend the value system behind it. In India, among buyers and 
sellers of any article, there is no concept of fair price. 
The bargaining process is viewed as a situation where who 
7 
Alice G. Dewey, Peasant Marketing m Java, New York, N.Y. 
The Free Presscf Glencoe, Inc., 1962, p. 73. 
8Ibid., p. 128. 
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comes out ahead in the hierarchical system is the important 
issue. The Indian conceives of society as having layers 
above and below; for him the nature of the universe itself 
is a set of layers. So every issue is looked upon as one 
of hierarchy - 'who is over whom'. An astute western ob¬ 
server of the Indian scene recently remarked that the first 
question one Indian asks of another Indian when they first 
meet is; where are you from, what caste are you from, and 
how much do you earn? This is not surprising, for such in¬ 
formation places the stranger in his proper hierarchical 
relationship. Therefore, it is little wonder that 
this concept is transferred to the interaction between 
9 
buyers and sellers." 
Even if there is often room left for bargaining, mark¬ 
ups are with few exceptions comparatively low. Moyer thus 
says: "Despite the age old complaint of consumers that 
traders' profits are extortionate, the available evidence 
indicates that distributors' margins are moderate to low and 
profits even lower.In Sierra Leone, Dorjohn claims that 
_ 
M. Venkatesan, "The Environment of Marketing in India and 
the Role of Marketing in India's Economic Development," 
Stencil, University of Massachusetts, Amherst, Mass., 1969, 
p. 26. 
"^Reed Moyer, "The Structure of Markets in Developing Econ¬ 
omies," East Lansing, Mich., Business Topics M.S.U., 
Autum, 1964, p. 45. 
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traders prefer small to large margins. A local maxim holds 
that: "Quick pennies are better than slow shillings."'1'1 
Westfall and Boyd point out that retailers' margins in India 
are extremely low, probably about 10 percent, and whole- 
12 
salers' margins are less than half as much. 
The low margins are to some extent explained by the low 
opportunity costs of marketing in economies where the mar¬ 
keters have little alternative in employment. Because of 
the slow turnover, the small margins do not reflect any ex¬ 
cessive volume, rather they are a reflection of the low 
standard of living and the individual's low level of expec¬ 
tations. In more developed economies, low turnover is often 
tied to a high margin in the context of a "high capacity" 
channel. There is, however, ample evidence that this way 
of thinking is rather foreign to entrepreneurs in develop¬ 
ing countries: 
Halper thus concludes about Peru: "Rare among Peru¬ 
vian merchants is the idea of exploring prive/volume rela- 
thinships. For a given item or limited time, the idea of 
testing volume reactions at various prices for limited time 
periods is uncommon. More usual is the practise of haggling 
on prices in practically every transaction, or else the prac- 
11Vernon R. Dorjohn,"African Traders in Central Sierra 
Leone, Market in Africa, ed., Paul Bohannon/ George Dalton,(eds.) 
Evanston, Northwestern University Press, 1962, p. 65. 
^Westfall & Boyd, Op. cit., p. 389. 
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tise of establishing inflexible and "permanent" high unit 
13 
markups. Hettinger (Iran) says: the importance of turn¬ 
over and the concept of maximizing profits through low 
prices and resulting high volume are incomprehensible to 
the bazaar.^ 
Baker mentions that Nigerian wholesalers work on ex¬ 
tremely low margins. 
Boyd, et. al. recall the same experience in Egypt. It 
may seem from some of these quotes that they in some way 
contradict the earlier statements that margins as a general 
are very modest. The slightly (relatively) higher margins 
in some cases represent, however, rather inefficiencies more 
than any exorbitant profits. 
In view of the lack of the suppliers relative reluctance 
to take the initiative in the relationship with buyers and 
in the absence of national advertising, the possibility of 
controlling prices in subsequent stages is very small in 
less developed economies. Resale Price Maintenance (RPM) 
even in the United States is actually a phenomenon actualized 
13 
Donald G. Halper, "The Environment of Marketing in Peru," 
Journal of Marketing, Vol. 30, No. 3, July 1966, p. 45. 
14 
Herman S. Hettinger, "Marketing in Persia," Journal of 
Marketing, Vol. 15, Jan. 1951, reprinted in M. Somers and 
J. Kernan (eds.), Comparative Marketing Systems & Cultural 
Approach, New York, N.Y., Appleton, Century, Crofts, 1968, 
p. 330. 
15 
Raymond W. Baker, Marketing in Nigeria," Journal of Market¬ 
ing , Vol. 29, No. 3, July 1965, p. 44. 
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by the advent of the large retail chains in the 1930's. As 
this has not happened yet in emerging countries the need or 
necessity for RPM has not yet appeared. Munn (Nigeria) men¬ 
tions "The practise of price fixing by the manufacturer (re¬ 
sale price mainstream) is likewise virtually unknown, with 
but three major exceptions (cigarettes, gasoline and candy). 
Statement 3Ca. 
Bargaining is common in the developing market and 
the habit of predetermined inflexible prices is a 
phenomenon experienced at a later stage of develop¬ 
ment . 
Manufacturers and wholesalers answered the question: Do 
your customers generally accept your prices or do they try 
to get a lower price ?" 
Manufacturers 
(Percentages) 
Italy Japan Ceylon Chile Greece 
Always or almost 
always 53 34 24 38 64 
Often or sometimes 30 36 20 21 27 
Never or almost never 14 29 49 28 9 
No answer/Don't know 3 1 7 13 0 
100 100 100 100 100 
Rank order 2 4 5 3 1 
1 6 
Henry L. Munn, "Retailing in Nigeria," Journal of Retailing, 
Fall 1966, reprinted in Michael Thomas, (ed.), Internation- 
al Marketing Management, Boston, Houghton, Mifflin Co., 
1969, p. 314. 
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Wholesalers 
(Percentages) 
Italy Japan Ceylon Chile Greece 
Always or almost 
always 69 55 39 36 68 
Often or sometimes 19 24 48 27 24 
Never or almost 
never 12 21 13 36 6 
No answer/Don't 
know 0 0 0 1 2 
100 100 100 100 100 
Rank order 1 3 4 5 2 
Retailers 
(Percentages) 
Accept price 34 53 42 57 19 
Try to obtain a 
lower price 63 44 58 34 78 
Price is fixed 1 0 0 1 1 
Own source of 
supply 0 0 0 0 0 
Misc. 0 0 0 0 0 
No answer/Don't know 2 3 0 8 2 
100 100 100 100 100 
Rank order 4 2 3 1 5 
A visual check (by the interviewer) was also run with 
retailers to ascertain how common pre-ticketing was in re¬ 
tailing: 
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Retailers 
(Percentages) 
Price shown: 
Italy Japan Ceylon Chile Greece 
On all items dis¬ 
played 34 87 26 70 90 
On over half 16 1 13 12 6 
On about half 11 1 8 3 2 
On less than half 8 0 14 3 1 
On only a few 11 0 22 8 1 
On no item 18 9 15 3 0 
No answer/Don't know 2 2 2 1 0 
100 100 100 100 100 
The reciprocal question was asked the respondents in 
their role as buyers : "What is your attitude toward prices 
proposed by the supplier?". The answer was • • 
Manufacturer Italy Japan Ceylon Chile Greece 
(Percentages) 
Accept price: 33 26 16 26 14 
Try to obtain a 
lower price 70 69 82 38 75 
Price is fixed 0 0 0 7 5 
Own source of supply 2 0 0 7 0 
Misc. 0 0 0 2 2 
No answer/Don't know 5 5 2 19 4 
100 100 100 100 100 
Rank order 3 1 4 2 5 
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Wholesalers 
(Percentages) 
Italy Japan Ceylon Chile Greece 
Accept price 35 45 55 41 11 
Try to obtain a 
lower price 60 48 41 50 88 
Price is fixed 1 0 1 5 1 
Own source of supply 0 0 0 0 0 
Misc. 0 2 0 0 0 
No answer/Don't know 4 5 3 4 0 
100 100 100 100 100 
Rank order 4 2 1 * 3 5 
Average rank order: 
00 • 
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Final rank order 3 1 5 4 2 
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Rank correlation (3Ca.) with the 21 socio-economic 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
Rank 
Correlation coefficient 
0.7 
0.8 
0.9 
0.9 
0.7 
0.6 
0.6 
0.2 
0.9 
0.5 
0.8 
0.7 
0.9 
0.1 
0.7 
0.9 
0.9 
0.9 
0.6 
0.7 
0.5 
Mean rank correlation 
coefficient: 0.7 
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Statement 3Cb. 
Margins (mark-ups) are comparatively lower in develop- 
ing countries than in more advanced ones. 
Average (median) margin for retailers (% of selling price) 
was: 
Italy Japan Ceylon Chile Greece 
17.2% 16.6% 7.0% 13.9% 13.5% 
Rank order 1 2 5 3 4 
Average (median) margin for wholesalers ( % of manufacturing 
price) was: 
Italy Japan Ceylon Chile Greece 
8.4% 7.9% 7.4% 13.0% 9.3% 
Rank order 3 4 5 1 2 
Average 
Rank order: 2 3 5 2 3 
Final rank order 2 3 5 1 4 
Note: The Japanese manufacturers almost unanimously re¬ 
fused to answer this question, a ranking for manu¬ 
facturers could thus not be established. 
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Rank correlation (3Cb.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.4 
b -0.1 
c 0.3 
d 0.3 
e 0.6 
2 a 0.7 
b 0.7 
c 0.9 
d 0.3 
3 a 0.7 
b -0.1 
d 0.6 
4 a 0.7 
b 1.0 
5 a 0.6 
c 0.3 
d 0.3 
6 a 0.3 
b 0.3 
c -0.1 
7 b 0.2 
Mean rank correlation 
coefficient: 0.4 
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Statement 3Cc. 
Prices in less developed economies are usually set 
without regard to expected or attained sales volume. 
On the questions about the relationship between sales volume 
and price the answers were: 
Retailers Italy Japan Ceylon Chile Greece 
Sales volume 
influences price 75% 93% 86% 76% 92% 
Rank order 15 32 4 
Note: In general, respondents were either ignorant of or, 
more likely, unwilling to answer questions about 
pricing and differences in price. 
t 
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Rank correlation (3Cc.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.1 
b -0.4 
c -0.3 
d -0.3 
e -0.1 
2 a -0.2 
b -0.2 
c 0.6 
d -0.3 
3 a 0.3 
b -0.4 
d -0.1 
4 a -0.2 
b 
LO • 
o
 
5 a -0.1 
c -0.3 
d -0.3 
6 a -0.3 
b 0.4 
c i o
 
• K
D
 
7 b I O
 
• •'J
 
Mean rank correlation 
coefficient: -0.2 
This negative rank correlation is not surprising in 
view of the sensitivity of all questions pertaining to 
price. The author has experienced this problem in several 
countries in other connections. Respondents are often 
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willing and eager to respond to questions about their work, 
plans and methods, etc. As soon as the conversation turns 
to pricing or sales volume, however, they get a glimpse of 
fear in their eyes. If they are honest, will the inter¬ 
viewer pass the answers to the fiscal authorities? It 
usually doesn't matter that the questions may be most in¬ 
consequential, the feeling is still, that nobody but the 
taxation people could be interested in such questions. 
There is of course no proof that this was the case 
here, although the assumption seems likely. It is also 
conceivable that the assumption behind the statement might 
be wrong and that the pre- or post bargaining price is not 
at all related to any margin-concept expressed in percen¬ 
tages. 
Statement 3Cd. 
Resale price maintenance is uncommon in less de¬ 
veloped countries. 
The question as to whom decides the price to the consumer 
was asked to retail respondents with the following response: 
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Retailers Italy Japan Ceylon Chile Greece 
(Percentages) 
Manufacturer decides 59 94 63 63 38 
Manufacturer does 
not decide 39 4 38 33 60 
No answer/don't know 2 2 0 4 2 
100 100 100 100 100 
Final rank order 4 1 3 2 5 
As could be expected the more durable or expensive a 
product, the more control was exercised by the manufac¬ 
turer, regardless of country. As to Italy's low ranking, 
this may be a result of the lack of any legislation in this 
field and the virtual impossibility to enforce a price 
maintenance policy among the masses of small retailers. 
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Rank correlation (3Cd.) 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
-0.1 
0.1 
0.2 
0.3 
0.5 
0.7 
0.7 
0.1 
0.2 
0.2 
0.1 
0.5 
0.5 
0.3 
0.5 
0.2 
0,2 
0.2 
-0.5 
0.4 
0.7 
Mean rank correlation 
coefficient: 0.3 
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Statement 3Ce. 
Percentage margins tend to be uniform for all products 
handled by a company in a less developed country. 
For wholesalers the response to the question whether margins 
tend to be different for different products or whether the 
company used a standard percentage margin the answers were: 
(Percentages) Italy Japan Ceylon Chile Greece 
Same percentage 
margins 42 15 44 64 58 
Different percentage 
margins 53 68 42 32 42 
No Answer/Don't know 4 17 14 5 0 
100 100 100 100 100 
Rank order 2 1 3 5 4 
In Japan most prices except those for household appli¬ 
ances were calculated individually. In Italy, the more 
durable the type of product the more likely is it to be 
treated separately. which was true also for the three re- 
maining countries. 
Retailers response to the same question was : 
(Percentages) Italy Japan Ceylon Chile Greece 
Same percentage 
margins 24 7 14 25 8 
Different percentage 
margins 74 92 84 74 92 
NA/DK 2 1 2 1 0 
100 100 100 100 100 
Rank order 5 1 3 4 2 
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As a reason for differences in margins the Japanese 
and the Italians stressed market demand, Ceylon and Greece 
differences in purchase conditions and Chile, governmental 
price control. 
Average rank order: 
Italy Japan Ceylon Chile Greece 
3.5 1.0 3.0 4.5 3.0 
Final rank order: 
Italy Japan Ceylon Chile Greece 
4 1 3 5 2 
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Rank correlation (3Ce.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.2 
b 0.7 
c 0.5 
d 0.5 
e 0.2 
2 a 0.1 
b 0.1 
c -0.5 
d 0.5 
3 a -0.1 
b 0.7 
d 0.2 
4 a -0.1 
b 0.6 
5 a 0.2 
c 
LO • 
o
 
d 0.5 
6 a 0.5 
b 0.1 
c 0.7 
7 b 0.4 
Mean rank correlation 
coefficient: 0.3 
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Mean rank correlation coefficients by group of inde¬ 
pendent and dependent variables in group 3C: 
Correlation 
Dependent variable Independent variable coefficient 
Transactional Overall development 0.3 
conditions 
Communication 0.3 
Transportation 0.3 
Org. of population 0.3 
Education 0.3 
Welfare 0.2 
Trade 0.2 
Mean correlation coefficient: 0.3 
Summary Transactional Acitivites 
Mean rank correlation between groups of socio-economic 
indicators and groups of transactional activities: 
Independent variables Dependent variables 
Contact 
Buyer/ 
Seller 
Sales Transactional 
Activities Condition 
Overall development 0.8 0.6 0.3 
Communication 0.7 0.4 0.3 
Transportation 0.8 0.4 0.3 
Org. of population 0.4 0.3 0.3 
Education 0.8 0.7 0.3 
Welfare 0.5 0.5 0.2 
Trade 0.4 0.6 0.2 
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Rank correlation coefficient Number of indications 
(incidence) 
0.8 
0.7 
0.6 
0.5 
0.4 
0.3 
0.2 
0.1 
0.0 
3 
2 
3 
1 
4 
6 
2 
0 
0 
Mean rank correlation 
coefficient: 0.5 
Median rank correlation: 0.5 
The correlation between the two first groups were 
clearly in a relatively high positive direction. As to 
"Transactional Conditions" there was a positive correla¬ 
tion, although of low magnitude. We have already specu¬ 
lated as to the reasons for this situation and it might 
very well be the case that this type of activity does not 
fit the linear pattern of development, being too highly 
influenced by individual environmental factors. 
CHAPTER VIII 
FINANCIAL ACTIVITIES 
Financial activities 
The relative importance of credit in trading is a rathe 
controversial question. There are probably too many factors 
involved to find a uniform relationship. Some studies show 
that in developing countries the extension of credit is high 
ly important between consecutive stages in the channel of 
distribution. Others indicate that even if credit is impor¬ 
tant, uncertainty and a lack of organization in the trading 
system make the credit offerings fairly restricted. And, as 
to consumer credits Carson says: "There is, however, no 
uniformly positive relationship between the use of consumer 
credit and standard of living.One reason for this situa¬ 
tion is perhaps the difference between urban and rural mar¬ 
kets. Anderson thus observes that in Thailand consumer 
credit is not yet extensively available, particularly in 
urban areas.^ 
■^David Carson, International Marketing: A Comparative Sys- 
tems Approach, New York, John Wiley & Sons, Inc., 1967, p. 
370. 
o 
Doyle A. Anderson, Marketing and Development, The Thailand 
Experience, East Lansing, Mich., MSU International Business 
& Economic Studies, 1970, p. 104. 
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The inability to obtain credit both at the commercial 
level and at the consumer level is a retarding factor in 
marketing development. Dewey says that the Javanese are re¬ 
luctant to extend credit, thus sharply restricting the flow 
3 
of capital necessary for development. She nevertheless 
stresses that credit is an important element in Javanese 
trade, but whether they be other traders or ultimate con¬ 
sumers, credit is usually given systematically only by 
4 
Chinese, Arabs or more Westernized Javanese. 
Mintz notes about small traders in Latin America that 
"their ability to improve their own position in commerce is 
sharply confined by the lack of capital and of credit. 
Though this may be due at times to an absolute scarcity of 
capital, it also can be caused by the lack of means for or- 
5 
ganizing the distribution of credit." 
The situation in Turkey, e.g. is quite different where 
the wholesalers and retailers extend credit quite freely. 
A retailer who buys on credit starts paying for his merchan¬ 
dise 3 to 5 months after the transaction and in poor crop 
3 
Alice G. Dewey, Peasant Marketing in Java, New York, N.Y., 
The Free press of Glencoe, Inc., p. 49. 
4Ibid., p. 105. 
5 
Sidney W. Mintz, "Peasant Market Places and Economic De¬ 
velopment in Latin America," in Reed Moyer & S.C. Hollander 
(eds.) Markets and Marketing in Developing Economies, Home- 
wood, Ill., Richard D. Irwin, 1968. 
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years credit may be extended for even longer periods.^ The 
use of long credit terms to attract retailers is also men- 
7 
tioned by Miracle studying the Ivory Coast. 
The length of credit seems to vary although examples 
from Asia and Africa tend to indicate rather high interest 
rates and much shorter time than in the Turkish example. 
An interesting example is found in Hirsch's study of India 
where he states on the one hand that the ability to supply 
credit is of great importance to the businessman and that 
the one who cannot give this service is at a definite dis- 
g 
advantage. On the other hand the retailers complain about 
the difficulty to obtain credit and he exemplifies the 
credit time in terms of 3 to 4 days up to 1 month (10 days 
9 
average) in other words, not very generous terms. 
Boyd, et. al. observed in Egypt that all wholesalers 
gave credit, most commonly through some form of installment 
buying. The retailer signs an invoice when delivery of 
Coskun A. Samli,"Wholesaling in an Economy of Scarcity: 
Turkey," Journal of Marketing, Vol. 28, No. 3, July 1964, 
reprinted in C.R. Patty & H. Vrendenburg (eds.). Readings 
in Global Marketing Management, New York, N.Y., Appleton 
Century Crofts, p. 247. 
7 
Marvin P. Miracle, "Market Structure in Commodity Trade and 
Capital Accumulation in West Africa," in Moyer & S.C. 
Hollander, op. cit., p. 217. 
g 
Leon V. Hirsch, Marketing in an Underdeveloped Economy: 
The North Indian Sugar Industry, Englewood Cliffs, N.Y. , 
Prentice Hall, Inc., 1961. 
^Ibid., p. 220-230. 
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goods ordered is made. The wholesaler's salesman then acts 
as collector, obtaining 10-15% of the amount of the invoice 
every day. This means that it takes about a week to settle 
such an installment transaction.^^ The same source also 
notices that one of the sale reasons for the existence of 
Egyptian wholesalers is their financial resources and abil¬ 
ity to extend credit. As a matter of fact, many of the 
wholesalers make more money from "lending" operations than 
from regular marketing operations. 
In conclusion we can accept, however, the fact that 
credit is an important supportive activity in marketing in 
developing countries. Various conditions, though, tend to 
limit its use. Terms are on an average not very generous, 
neither with respect to time limit nor with respect to in¬ 
terest. 
Statement 4Aa. 
The offerings of credit and the possibilities of 
using credit as a financial means are limited in 
developing countries. 
H.W. Boyd, Jr. , et.. al. , "Distribution for Consumer Goods 
in Egypt," Journal of Marketing, Vol. 25, Oct. 1961, re¬ 
printed in M.S. Somers and J.B. Kernan, Comparative Mar- 
keting Systems, New York, N.Y., Appleton Century Crofts, 
1968, p. 317-318. 
11Ibid., p. 318. 
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Interviewees responded to several questions about credit 
habits. The ranking is in the first case based on a state¬ 
ment by suppliers that they did not extend credits to their 
customers. 
Credit not extended: 
(Percentages) Italy 
Manufacturers 23 
Rank order 3 
Wholesalers 21 
Rank order 2 
Retailers 16 
Rank order 3 
Japan 
0 
1 
2 
1 
13 
1 
Ceylon 
59 
5 
63 
5 
30 
4 
Chile 
31 
4 
36 
4 
42 
5 
Greece 
5 
2 
25 
3 
15 
2 
In the second case buyers were asked about their possi 
bilities of obtaining credit from suppliers and ranked 
according to the negative criterion ("we don't get credit") 
Credit not obtained: 
(Percentages) 
Manufacturers 
Rank order 
Wholesalers 
Rank order 
Retailers 
Rank order 
Italy 
• 20 
3 
24 
4 
19 
4 
Japan 
2 
1 
1 
1 
4 
1 
Ceylon Chile 
51 
5 
53 
5 
51 
5 
21 
4 
9 
2 
8 
2 
Greece 
5 
2 
14 
3 
18 
3 
Average rank order 3.2 1.0 5.3 3.5 2.5 
Final rank order 4 
187 
Rank correlation (4Aa.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.7 
0.8 
0.9 
0.9 
0.7 
0.6 
0.6 
0.2 
0.9 
0.5 
0.8 
0.7 
0.4 
0.1 
0.7 
0.9 
0.9 
0.9 
0.6 
0.7 
0.5 
Mean rank correlation 
coefficient; 0.7 
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Statement 4Ab. 
Payment conditions in developing economies are as 
a rule fairly restricted. 
As criterion for restriction in payment conditions was used 
the number of cases in which merchants stated that the most 
commonly used term of payment was either "cash" or "COD." 
Manufacturers Italy 
(Percentages) 
Demand Custom¬ 
arily cash or COD 20 
Japan Ceylon Chile Greece 
28 41 19 0 
Rank order 3 4 
Wholesalers 
(Percentages) 
Demanded custom¬ 
arily cash or COD 16 42 
5 2 
12 0 
1 
2 
Rank order 4 3 
Retailers 
(Percentages) 
Demanded custom¬ 
arily cash or COD 17 16 
5 1 
79 1 
2 
9 
Rank order 
Average ranking 
Final ranking 
4 3 5 1 
3.66 4.0 4.3 1.33 
3 4 5 1 
2 
1.66 
2 
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Rank correlation (4Ab.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.1 
b • 
o
 l 
c 
o
 • 
o
 
d 
o
 • 
o
 
e 0.1 
2 a 0.3 
b 0.3 
c 0.5 
d 
o
 • 
o
 
3 a 
C
N
 • 
o
 
b 1 o
 
• 4*
 
d 0.1 
4 a 0.7 
b 0.7 
5 a 0.1 
c 
o
 • 
o
 
d 0.0 
6 a 
o
 • 
o
 
b 0.3 
c 0.1 
7 b 
C
N
 » 
O
 
Mean rank correlation 
coefficient: 0.1 
190 
Statement 4Ac. 
Credit, being hard to obtain, is relatively more 
important as a sales argument in developing coun¬ 
tries than in more developed countries. 
Manufacturers 
(Percentages) 
Use of Credit to 
keep customers 
(perception) 
Rank order 
Wholesalers 
(Percentages) 
Keep customers 
(perception) 
Rank order 
Retailers 
(Percentages) 
Use of credit to 
keep customers 
(perception) 
Rank order 
Italy Japan Ceylon Chile 
2 24 26 43 
12 3 4 
5 28 44 27 
13 4 2 
64 52 41 44 
4 3 1 2 
Average rank order 
Final rank order* 
2 
1 
2.66 
2 
2.66 
3 
2.66 
4 
Greece 
66 
5 
65 
5 
68 
5 
5 
5 
*Rank order decided on the basis of percentages added. 
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Rank correlation (4Ac.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.6 
b 0.6 
c 0.5 
d 0.5 
e 0.6 
2 a 0.3 
b 0.3 
c 0.5 
d 0.5 
3 a 0.7 
b 0.6 
d 0.6 
4 a -0.3 
b 0.2 
5 a 0.6 
c 0.5 
d 0.5 
6 a 0.5 
b 0.3 
c -0.4 
7 b -0.3 
Mean rank correlation 
coefficient: 0.4 
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Statement 4Ad. 
Credit in developing countries is given for a shorter 
term than in more developed economies. 
Manufacturers and wholesalers indicated the most commonly 
used terms of payment when selling . The results were • • 
(averages (median) per country) 
Manufacturers Wholesalers 
Average number of 
days of credit 
offered Rank 
Average number of 
days of credit 
offered Rank 
Italy 37 4 55 2 
Japan 47 3 46 4 
Ceylon 17 5 21 5 
Chile 67 2 53 3 
Greece 69 1 101 . 1 
All three categories of respondents were also ques¬ 
tioned as to how long credit time they normally used when 
buying from their suppliers. 
Manufacturers Wholesalers Retailers 
Credit time 
used Rank 
Credit time 
used Rank 
Credit time 
used Rank 
Italy 53 3 36 3 42 3 
Japan 90 1 27 4 35 4 
Ceylon 22 5 17 5 17 5 
Chile 49 4 87 1 70 2 
Greece 64 2 85 2 91 1 
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The average rank on the five questions are: 
Italy 3 
Japan 3.2 
Ceylon 5 
Chile 2.4 
Greece 1.4 
Final rank order 
Italy Japan Ceylon Chile 
3 
Greece 
4 5 2 1 
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Rank correlation (4Ad.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.2 
b -0.2 
c 0.1 
d 0.1 
e 
o
 • 
o
 
2 a 0.1 
b 0.1 
c 0.3 
d 0.1 
3 a 0.1 
b -0.2 
d 0.0 
4 a 0.5 
b 0.4 
5 a 
o
 • 
o
 
c 0.1 
d 0.1 
6 a 0.1 
b 0.5 
c 0.2 
7 b 0.1 
Mean average rank 
correlation coefficient: 0.1 
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Summary Financial Activities 
Mean rank correlation between groups of socio-economic 
indicators and groups of Financial activities: 
Independent variables 
Overall development 
Communication 
Transportation 
Org. of population 
Education 
Welfare 
Trade 
Dependent variable 
Financial activities 
0.3 
0.4 
0.3 
0.3 
0.4 
0.3 
0.1 
Rank correlation 
coefficients achieved 
0.4 
0.3 
0.1 
Number of indicators 
(incidence) 
2 
4 
1 
Mean rank correlation coefficient: 0.3 
Median rank correlation coefficient: 0.3. 
Compared to the so far covered marketing activities, 
"Financial Activities," although showing a positive rela¬ 
tionship to socio-economic development factors do so to a 
lesser extent, probably indicating that they are not overly 
typical indicators of marketing development. Financial 
conditions and particularly credit conditions, are probably 
influenced by so many environmental and traditional factors, 
that they do not follow a marketing development pattern. 
CHAPTER IX 
CONTROL ACTIVITIES 
5. Control Activities 
Control activities in the marketing system are here 
considered as those that serve to direct and coordinate the 
flow of merchandise. The control exercised is particularly 
influenced by the structure of distribution channels and by 
the ownership situation. 
5A. Channels of Distribution 
One of the most common means of controlling the channel 
of distribution is to control the ultimate price to be 
charged. We don't need to say much more about this however, 
as price enforcement has already been discussed under "Trans¬ 
actional Conditions" above. Resale price maintenance is un¬ 
common in developing economies for several reasons includ¬ 
ing the mere length of the channel of distribution, the 
blurring of functions, the lack of product identification 
(branding), the smallness (lack of leverage) of the average 
manufacturer or wholesaler and many other reasons. Some of 
these factors have also been touched upon in the previous 
discussions. The average length of the channel of distribu¬ 
tion deserves, however, some additional mention, as there 
are tendencies in the direction of both a longer and a 
shorter channel. There appears to be a cyclical movement of 
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channel length. A short channel goes through an elongation 
process followed by a shortening as markets develop. When 
a market expands (beyond the most primitive stage) output 
increases and specialization occurs. When this happens, 
middlemen are inserted as intermediaries causing the channel 
to lengthen. Then as product differentiation takes place in 
an expanding economy, the manufacturer or producer needs 
more control over the channel and achieves this through him¬ 
self taking on additional distribution functions, thus 
shortening the channel. This cyclical tendency has been 
observed in several studies. Anderson thus analyzed data 
from Thailand, assuming that small firms in that economy 
could be classified as characteristic of the predevelopment 
stage (Rostow) in the cycle and large firms as in the de¬ 
veloping stage and the largest firms - mostly foreign - as 
in the developed stage and compared the sizes to the length 
of channel as shown in the Thai Census of Industry. He 
found that the "law" of the channel development cycle was 
confirmed.^ 
The long channel seems to be the rule in the underde¬ 
veloped market. A case in point is the channels for various 
tropical products such as cocoa, ground nuts, cotton, etc. 
^Dole A. Anderson, Marketing Development: The Thailand 
Experience. East Lansing, Michigan, M.S.U. International 
Business and Economic Studies, 1970, p. 97. 
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The ultimate marketing responsibility for marketing of these 
products is often in the hands of an official (government 
controlled) marketing board. These boards don't buy the 
products themselves but use trading companies as agents. 
The trading companies in their turn buy from middlemen or 
buyers who often use sub-buyers. And, sub-buyers frequently 
hire "runners" for the direct contact with the many small 
farmers. One reason for this long channel is geographic 
distance. The farms are often more than a thousand miles 
from the ports and hundreds of miles from the nearest rail¬ 
road station. 
It is obvious that to exercise any control or "captain¬ 
cy" in such channels is difficult. In addition to length of 
channel there is usually also a lack of uniformity of oper¬ 
ations. Wholesalers cannot be distinguished from manufac¬ 
turer-wholesalers or from wholesaler-retailers. Functions 
are blurred and the same merchant takes on several roles. 
They manufacture, sell wholesale and retail at the same time 
and act as brokers or agents. Boyd, et. al. noted that 
2992 firms were classified as food wholesalers in Egypt 
(1957). "Thousands" were, however, classified as retailers, 
although they operated as wholesalers. The classification 
was a result of these companies having reported that over 
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2 
50 percent of their sales came from retail operations. 
Venkatesan complained that it was difficult to collect 
statistical information about channel or distribution mem¬ 
bers in India as one couldn't separate one category from 
another.^ 
The mixing of the marketing functions is a common 
phenomenon in developing economies as illustrated by 
Wadinambiaratchi who compared channels of distribution at 
different levelssof economic development. From nine separ¬ 
ate studies by various authors he concluded that the manu¬ 
facturer-wholesaler-retailer functions become separated 
with economic development.^ 
Another means of control, already discussed is to con¬ 
trol the channel theory granting credit. Credit is short 
in supply in a developing economy, and is consequently a 
power instrument in the channel as already stated. 
2 
Harper W. Boyd, A.A. Sherkini, A.F. Sherif, "Channels of 
Distribution For Consumer Goods in Egypt," Journal of Mar¬ 
keting , Vol. 25, Oct. 1961 in M. Somers & J. Kernan (eds.) 
Comparative Marketing Systems: A Cultural Approach, New 
York, N.Y., Appleton Century Crofts, 1968, pp. 316-317. 
3 
M. Venkatesan, The Environment of Marketing in India and the 
Role of Marketing in India's Economic Development (Stencil), 
Amherst, Mass., University of Massachusetts, 1967, p. 34. 
4 
George Wadi nambia rat chi , "Channels of Distribution in De¬ 
veloping Economies," The Business Quarterly, Vol. 30, Winter 
1965. Reprinted in John K. Ryan, Jr. & James C. Baker, 
World Marketing: A Multinational Approach, New York, N.Y., 
John Wiley & Sons, Inc., p. 269. 
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Statement 5Aa. 
Possibilities of controlling the channel of distri¬ 
bution through price enforcement are limited in de¬ 
veloping economies. 
In general it was found that in all the countries, except 
perhaps Japan, the power to enforce retail prices was rela¬ 
tively small. 
Manufacturers and wholesalers took some form of action 
in most cases only a warning - but in some they stopped 
selling: 
Percentage manufacturers taking positive action against 
retailers not following recommended price policy. 
Italy Japan Ceylon Chile Greece 
14 28 2 0 15 
Rank order 3145 2 
Percentage wholesalers taking positive action against 
tailers not following recommended prices. 
Italy Japan Ceylon Chile Greece 
21 54 3 2 12 
Rank order 214 53 
Average 
rank order 2.5 1 4 5 2.5 
Final 
rank order 214 53 
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Rank correlation (5Aa.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 
00 • 
o
 
b 1.0 
c 0.9 
d 0.9 
e 0.7 
2 a 0.4 
b 0.4 
c 0.2 
d 0.9 
2 a 0.6 
b 1.0 
d 0.7 
4 a -0.1 
b -0.1 
5 a 0.7 
c 0.9 
d 0.9 
6 a 0.9 
b 0.6 
c 0.3 
7 b 0.1 
Mean rank correlation 
coefficient: 0.6 
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Statement 5Ab. 
Channels of distribution in developing economies tend 
to be blurred as members mix the manufacturing, whole¬ 
saling and retailing functions. This mixing of func¬ 
tions disappears gradually as countries develop. 
The measurement of mixed functions is based on factual re¬ 
sponses from manufacturers and wholesalers. In the case of 
manufacturers, with varying lengths of the channels, an 
answer that sales were effectuated also to retailers - in 
addition to wholesaler - would not adequately give a measure 
of the degree of mixed functions. Therefore the quota of 
the percentages of sales to wholesalers and to retailers 
were calculated. The smaller the fraction, the more mixed 
is the manufacturers distribution function: 
^ , ,Wholesale sales,. 
Quotas (■ -=-) were: 
Italy 
Japan 
Ceylon 
Chile 
Greece 
Rank order: 
Retail sales 
6.7 
99.0 
2.0 
1.4 
1.0 
Italy 
2 
Japan 
1 
Ceylon 
3 
Chile 
4 
Greece 
5 
As to wholesalers, the ranking was based only on the in¬ 
dication of number of wholesalers who in addition to retail¬ 
er customers also served individual conumsers. 
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Italy Japan Ceylon Chile Greece 
Percentage selling 
to indiv. consumers 62 
Rank order 3 
Average rank order 2.5 
Final rank order 
15 
1 
1.0 
1 
96 
5 
4.0 
4 
59 
2 
3.0 
3 
63 
4 
4.5 
5 
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Rank correlation (5Ab.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.6 
0.6 
0.7 
0.7 
0.9 
0.8 
0.8 
0.6 
0.7 
0.8 
0.6 
0.9 
0.3 
0.5 
0.9 
0.7 
0.7 
0.7 
0.2 
0.1 
0.3 
Mean rank correlation 
coefficient: 0.6 
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Statement 5Ac. 
Control of the channel of distribution in an under¬ 
developed economy can be obtained through financial 
means (granting credit). 
Respondents (manufacturers and wholesalers) were probed as 
to their perceptions about how important credit was in tying 
customers to the company with the following results: 
Manufacturers 
(Percentages) 
Credit is an instru¬ 
ment that ties cus¬ 
tomers to the firm: 
Rank order 
Italy Japan Ceylon Chile Greece 
2 
1 
25 
2 
27 
3 
43 
4 
66 
5 
Wholesalers 
(Percentages) 
Credit is an instru¬ 
ment that ties cus¬ 
tomers to the firm: 
Rank order 
5 
1 
28 
3 
44 
4 
27 
2 
64 
5 
Average rank order 
Final rank order 
1.0 
1 
2.5 
2 
3.5 
4 
3.0 
3 
5 
5 
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Rank correlation (5Ac.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 0.7 
b 0.5 
c 0.6 
d 0.6 
e 0.8 
2 a 0.6 
b 0.6 
c 0.8 
d 0.6 
2 a 0.9 
b 0.5 
d 0.8 
4 a 0.1 
b 0.6 
5 a 0.8 
c 0.6 
d 0.6 
6 a 0.6 
b 0.6 
c -0.3 
7 b -0.1 
Mean correlation 
coefficient: 0.6 
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Mean rank correlation coefficients by group of inde¬ 
pendent and dependent variables in group 5A.* 
Dependent variable Independent variables 
Channels of Distribution Overall development 0.7 
Communication 0.6 
Transportation 0.8 
Org. of population 0.2 
Education 0.8 
Welfare 0.4 
Trade 0.1 
Mean correlation coefficient: 0.5 
*Mean of the mean rank correlation of each group of 
independent variables and each group of dependent 
variables. 
5B. Ownership 
Lack of marketing efficiency in developing countries 
can to a large extent be attributed to the ease of entry 
into the marketing profession. Due to the small investment 
normally required, almost anybody can enter the field of 
retailing. In some underdeveloped countries, retailing, has 
as a matter of fact become the perhaps most prevalent form 
of unemployment relief. But not only retailing is suffer¬ 
ing from overcrowding of small firms; also wholesaling and 
to some extent manufacturing, as investments are modest. 
The ease of entry in marketing is a curse for the developing 
economy, as it will eternally keep profits down and ascer¬ 
tain a lack of investments and growth. As soon as a certain 
branch of business is suspected of "exorbitant" profits, the 
rate of entry will increase rapidly, making certain that the 
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suspicion remains an unconfirmed one. 
In the overwhelming number of cases the businessmen in 
these countries are not properly trained for their job. 
Some may of course inherit their profession, but that does 
not necessarily make them better prepared. Underdeveloped 
countries as a rule do not offer much of business educa- 
5 
tion. The result is obvious: many small companies are 
characterized by poor management and marketing practises. 
The small size of the individual companies and the 
lack of capital would logically speak in favor of collabor¬ 
ative ventures between small manufacturers and traders. 
The American Peace Corps is, as a matter of fact, presently 
working in a number of underdeveloped countries to foster a 
spirit of cooperation and to teach the most elementary facts 
necessary to make a cooperative venture. Cooperative ven¬ 
tures do actually (without instruction) take place in some 
primitive economies. For instance, some perishable products 
may "by necessity" have to be bought in larger quantities, 
shipped in expensive packaging and transported over a long 
distance. To be able to accomplish such operations, groups 
are formed on an ad hoc basis. These groups are, however, 
almost always temporary and last only as long as it takes to 
5 
See Bertil Liander (ed.). International Study of Marketing 
Education, Chicago, Ill., IMF. American Marketing Associa¬ 
tion, 1967, pp. 581-605. 
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complete transactions. 
As to more permanent vertical or horizontal integration 
in the channel of distribution, it is rare. Even in the 
United States and Europe serious integration did not take 
place until the 1930's (in Europe mostly after 1950). It 
is therefore not to be expected that there should be any 
appreciable signs of integration in the less developed 
countries as the "gap" in marketing in most cases represents 
more than 20 to 40 years. 
Statement 5Ba. 
On account of relative ease of entry into distribu¬ 
tive occupations in developing countries owners 
(entrepreneurs) have relatively shorter experience 
in their jobs than their counterparts in more de¬ 
veloped countries. 
Based on questions about the owners occupational experience 
since he was 21 years old, the rankings were as follows: 
6 
See e.g. Alice G. Dewey, op.cit., pp. 87-88, p. 136. 
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Italy Japan Ceylon Chile Greece 
Worked in the same or very 
similar occupation all the 
time: 
Manufacturer 
Wholesaler 
Retailer 
2 
4 
4 
Ranking 
14 3 
12 5 
2 3 5 
5 
3 
1 
Mean ranking 
Total ranking* 
3.33 1.33 3.0 4.03 3.0 
4 2 3 5 1 
*Tie between Greece and Ceylon decided on the merit 
of actual percentage figures. 
1 
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Rank correlation (5Ba.) 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Correlation coefficient 
0.1 
0.5 
0.3 
0.3 
-0.1 
-0.2 
-0.2 
-0.6 
0.3 
-0.3 
0.5 
-0.1 
-0.2 
-0.7 
-0.1 
0.3 
0.3 
0.3 
0.2 
0.6 
0.2 
Mean rank correlation 
coefficient: 0.1 
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Statement 5Bb. 
Permanent affiliation with other entrepreneurs 
(voluntary chains, co-operative ventures, etc,) 
are uncommon in developing countires. 
Wholesalers 
(Percentages) 
Voluntary chain or 
Retail buying group 
membership: 
Ranking 
Italy Japan Ceylon Chile Greece 
4 14 
4 2 
2 23 11 
5 13 
Retailers 
(Percentages) 
Voluntary chain or 
Retail buying group 
membership: 
Ranking 
2 16 14 25 
5 2 3 1 
5 
4 
Mean rank 4.5 2.0 4.0 1.0 3.5 
Final rank 5 2 4 1 3 
The above figures probably show certain biases. Chile's 
long drift toward the political left obviously has included 
a large amount of collectivization which no doubt is re¬ 
flected in the figures. These figures presumably therefore 
do not reflect entirely economic development. 
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Rank correlation (5Bb.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a -0.3 
b -0.3 
c 
o
 • 
o
 
d 
o
 • 
o
 
e o
 
• to
 
2 a 0.6 
b 0.6 
c 
o
 • 
o
 
d 
o
 • 
o
 
3 a -0.1 
b -0.3 
c 
CM
 • 
O
 
4 a 0.9 
b 0.3 
5 a 
CM
 • 
O
 
b 
o
 • 
o
 
c 
o
 • 
o
 
6 a 
o
 • 
o
 
b • 
o
 1 
c 0.7 
7 a 0.9 
Mean rank correlation 
coefficient: 0.2 
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Mean rank correlation coefficient by group of indepen¬ 
dent and dependent variables* in group 5B. 
Dependent variable Independent variables 
Ownership Overall development 0.1 
Communication 0.1 
Transportation 0.0 
Org. of population 0.1 
Education 0.1 
Welfare 0.2 
Trade 0.5 
Mean correlation coefficient: 0.2 
*Mean rank correlation between the mean rank correla- 
tion of each group of independent variables and 
each group of dependent variables. 
Summary Control Activities 
Average rank between groups of socio-economic : indica- 
tors on groups of Control Activities: 
Dependent variables 
Independent variables 
Channels of Distri- 
Ownership 
bution 
Overall development 0.7 0.1 
Communication 0.6 0.1 
Transportation 0.8 0.0 
Org. of population 0.2 0.1 
Education 0.8 0.1 
Welfare 0.4 0.2 
Trade 0.1 0.5 
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While Channels of Distribution - a very direct expres¬ 
sion of marketing development - seem to correspond well to 
state of socio-economic development (with due exceptions) 
the ownership function does not. It therefore seems plausi¬ 
ble that ownership factors may be more related to cultural 
and other less measurable factors in a society than to 
economic development. 
CHAPTER X 
INDIVIDUAL FACTORS OF CONSTRAINT TO MARKETING 
6. Individual factors of constraint to marketing 
The degree of marketing development can be judged not 
only from indicators of direct marketing behavior but also 
from some of the factors that put constraints on behavior. 
Such factors are for instance characteristics of company 
organization and prevalent managerial attitudes. In both 
cases, these constraints can be taken as indicators of mar¬ 
keting maturity, as they limit the possibilities for mar¬ 
keting development. 
A. Company organization 
a/ The Family 
One common feature in most developing countries, be 
they Latin, Asian or African, is the influence of the joint 
or extended family. A businessman's primary loyalty is not 
to his customers or to his suppliers, but to his family in 
the widest sense. Hirsch goes as far as to say that for the 
small merchant there is a necessity to base everything he 
does on blood ties.^ 
Practically all the companies studied by Hirsch, manu¬ 
facturers, agents, wholesalers, retailers, etc. were family 
companies and the importance of the kinship factors is a 
^Leon V. Hirsch, Marketing in an Underdeveloped Economy: 
The North Indian Sugar Industry, Englewood Cliffs, N.J., 
Prentice Hall, Inc., 1961, p. 256. 
217 
common thread throughout the study. This family involvement 
in business can have both positive and negative marketing 
effects. Often the family authority is larger than the in¬ 
dividual manager's (owner's) authority with obvious detri¬ 
mental effects. Marketing initiatives are stifled and tra¬ 
ditional ties become more important than innovation and 
entrepreneurship. One example of this, mentioned by 
Cochran, is that in the early development of Puerto Rico 
(1920's), companies objected strongly to employ profession- 
2 
als who did not in some way belong to the owning family. 
The family interdependence may also take away some of the 
will to work as incentives of various kinds become less 
attractive or useful. Kinship may, however, also have 
beneficial development effects. The small businessman who 
wants to expand or branch out can do so easier as relatives 
are obliged as well as willing, to work harder for less in 
an expansive period. Often, though the entrepreneur is 
limited in his expansion by the number of family members who 
want to cooperate with him in his venture. As the large 
family many times is essential in a non affluent economy, 
the family bonds become very strong, and an outsider is sel¬ 
dom hired because he is not trusted in the same way as a 
"relative". 
2 
Thomas C. Cochran, The Puerto Rican Businessmen, Phila¬ 
delphia, Pa., University of Pennsylvania Press, 1959, p. 
162. 
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Specialization 
In the industrialized west, distribution as an inter¬ 
mediate function between production and consumption is gen¬ 
erally characterized by a high degree of specialization. 
Most often the degree of specialization in a developing 
society is low. Sherbini notes a general trend towards a 
"lack of functional specialization coupled with a high de- 
3 
gree of division of labor." Bauer says that most trade 
in West African markets is unspecialized by commodities. 
He also points out that small stores usually engage in 
4 
"scrambled" merchandising. Anderson calls the special- 
5 
ization degree in Thailand "rudimentary". 
Dewey noted that some full time traders in Java showed 
signs of specialization, but she does not in general find 
any specialization by function or product on account of the 
g 
small volume handled by each unit. 
Although most of the evidence in published studies in¬ 
dicates a lack of specialization in the emerging economies. 
3A.A. Sherbini, "Marketing in Industrialization of Underde¬ 
veloped Countries," Journal of Marketing, Jan. 1965, Vol. 
29, No. 1, p. 31. 
4 • „ 
P.T. Bauer, West African Trade. Cambridge, Mass., Cam 
bridge University Press, 1954, p. 47. 
~*Dole A. Anderson, Marketing and Development: The Thailand 
Experience. East Lansing, Mich., M.S.U., International 
Business & Economic Studies, 1970, p. 69. 
r 
Alice G. Dewey, Peasant Marketing in Java. New York, N.Y., 
The Free Press of Glencoe, Inc., 1962, p. 78. 
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some studies indicate a certain tendency toward specializa- 
tion. For this study, the majority view - lack of spe¬ 
cialization - is, however, accepted as an hypothetical indi¬ 
cator of a low level of marketing development. 
Legal forms of enterprise 
More intricate and advanced corporate legal forms for 
enterprises emerge as economies develop and become more com¬ 
plicated. As economies grow, the separation between capital 
(ownership) and management increases. In an emerging econ¬ 
omy ownership and management are typically combined in one 
person who normally puts all his time and effort into the 
enterprise. The mass market of the affluent economy is not 
existing and consequently there is little need for mass 
producing manufacturers or large distributive units. Com¬ 
panies at all stages in the channel of distribution are 
comparatively small and investment requirements are moderate - 
thus to legally spread the risk is less common. Still 
any organized society demands a legal form of operations for 
an enterprise. The logical and most probable answer in the 
developing economy is the one man company, where, from a mar¬ 
keting point of view most or all decision making authority 
is concentrated to the owner, manager. 
7See e.g. Stanley C. Hollander, "Retailing: Cause or Effect," 
Proceedings of the Winter Conference, American Marketing 
Association, December 27-27, 1962, p. 223. 
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Trade association affiliation 
As stated earlier, the entrepreneur in a developing 
society does not in general see the need to join others to 
improve operations. He fights for his existence, and pre¬ 
fers to play his cards close to his chest. The relative 
openness and cooperation efforts are more typical of the 
very affluent society. There is here even a market dif¬ 
ference between the United States and Western Europe when 
it comes to an open attitude towards community, customers 
and competitors. 
The fragmentation of the market in the underdeveloped 
economy, as well as factors such as kinship loyalty, make 
common interest associations less effective. Only as the 
economy develops and different interest commonalities in 
marketing become more obvious do the individuals feel a 
need to get together to solve their problems or promote 
their ideas. This to some extent, parallels the notion 
that democracy or political interest group representation 
becomes a really viable form of government only when a 
country has reached a certain level of affluence and tech¬ 
nological maturity. 
Vertical integration 
As specialization is less common and the channel of 
distribution tends to be blurred, the urge to take over the 
duties and functions of other stages in the channel of dis¬ 
tribution are less pronounced in an underdeveloped economy. 
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In some industries there are of course attempts toward ver¬ 
tical integration. For instance in the textile industry 
there has historically, as countires have developed, been 
marked efforts by middlemen to organize the industry with 
many small manufacturers (cottage industry). In some cases 
external events have also triggered integration, particu¬ 
larly upstream in the channel. Boyd, et. al. thus describes 
the efforts of Egyptian retailers to compensate for the lack 
of foreign imports after the Suez crisis in 1956 through 
acquiring and directing domestic manufacturers to produce 
equivalent merchandise.^ Import substitution often leads to 
the same results. 
Vertical arrangements 
In developing economies, the infrastructure is often 
rudimentary and transportation facilities are sub-standard; 
trading areas are consequently small. Manufacturers, as has 
.already been pointed out at several occasions, are typically - 
small and no one dominates the national or regional market 
through brand policy, advertising or other marketing means. 
Products are commonly more of a convenience good type than 
of a shapping or specialty good type. In such a situation 
®H.W. Boyd, Jr., A.A. Sherbini, A.F. Sherif, "Channels of 
Distribution for Consumer goods in Egypt," Journal of Mar¬ 
keting, Vol. 25, Oct. 1961, reprinted in M.K. Somers and 
J.B. Kernan (eds.), Comparative Marketing Systems: A Cul- 
tural Approach, New York, N.Y., Appleton Century Crofts, 
1968, p. 320. 
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there is little need for arrangements such as exclusive 
dealerships, territorial rights, etc. 
Self service 
Self service in retailing is a typical affluence char¬ 
acteristic. It first developed in the United States, whose 
example was slowly followed by Western Europe, where the 
first self service stores were opened in the late 1940's. 
In still underdeveloped countries, the lack of self service 
establishments is therefore an indicator of lack of market¬ 
ing development. The absence of this type of outlet has 
direct effects on such marketing functions as advertising 
and sales promotion, packaging, branding, etc. 
Accounting and bookkeeping 
In the primitive economies, traders are often illiter¬ 
ate and unable to keep written records. Dewey says that, 
"Even those who read and write numbers and a few words pre¬ 
fer to do calculation in their heads and to rely on memory 
9 
for accounts." 
In many non advanced economies there are also no legal 
requirements as to accounting, particularly as taxes on 
small business ventures are negligeable. In cases where 
some form of bookkeeping is legally required it is not un¬ 
common to find several sets of books, none really giving a 
9 
Alice G. Dewey, 0£. cit., p. 71. 
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true picture of reality. 
Galbraith and Holton found that the knowledge of book¬ 
keeping among retailers in Puerto Rico was extremely limited 
and pointed out the effect that this may have on marketing 
opportunities."^ We can thus assume that the more a society 
develops the more need there is to keep track of business 
transactions and that lack of it constitutes an indication 
of lack of marketing orientation. 
Statement 6Aa. 
Family involvement in business is more prevalent in 
a developing economy than in a more developed economy. 
Based on the average number of family members involved in 
manufacturing, wholesaling and retailing establishments in 
the sample, the rank order was: 
Italy 3 
Japan 1 
Ceylon 2 
Chile 5 
Greece 4 
John Kenneth Galbraith and Richard H. Holton, Marketing 
Efficiency in Puerto Rico, Cambridge, Mass., Harvard Uni¬ 
versity Press,1955, p. 174. 
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Rank correlation (6Aa.) 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
0.2 
0.7 
0.4 
0.4 
0.3 
0.1 
0.1 
-0.3 
0.4 
0.1 
0.7 
0.3 
-0.4 
-0.5 
0.3 
0.4 
0.4 
0.4 
-0.1 
0.2 
0.1 
Mean rank correlation 
coefficient: 0.2 
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Statement 
Marketing specialization by function or by product 
is less pronounced in developing countries than in 
more mature economies. 
The responses obtained were not sufficient to form a basis 
for a firm ranking on this particular question. 
Statement 6Ab. 
The number of enterprises legally organized as one 
man or family companies is high in an underdeveloped 
country. 
Percentage of companies organized as proprietorships 
and individual firms: 
Italy Japan Ceylon Chile Greece 
Manufacturers 21 2 43 36 11 
Rank order 3 1 5 4 2 
Wholesalers 75 6 50 27 39 
Rank order 5 1 4 2 3 
Retailers 92- 30 63 55 53 
Rank order 5 1 4 3 2 
Mean rank order 4.3 1 4.3 3 2.3 
Final rank order 5 1 4 3 2 
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Rank correlation (6Ab.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variables Correlation coefficient 
1 a 
o
 • 
o
 
b 0.3 
c 0.4 
d 0.4 
e 0.3 
2 a 0.5 
b 0.5 
c -0.3 
d 0.4 
3 a -0.1 
b 0.3 
d 0.3 
4 a 0.6 
b -0.1 
5 a 0.3 
c 0.4 
d 0.4 
6 a 0.4 
b -0.1 
c 1.0 
7 b 0.9 
Average rank correlation 
coefficient: 0.3 
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Statement 6Ac. 
Association with trade associations, chambers of 
commerce and similar organizations, aimed at im¬ 
proving the marketing situation of a company or 
an area, is not frequent in less developed countries. 
Membership in trade associations or similar organizations 
(Percentage of sample) 
Italy Japan Ceylon Chile Greece 
Wholesalers: 66 71 44 64 62 
Rank order 2 1 5 3 4 
Retailers: 59 67 28 54 38 
Rank order 2 1 5 3 4 
Mean rank order 2 1 5 3 4 
(= Final rank order) 
Trade associations and chambers of commerce are often 
criticized as being inefficient and to have a character of 
clubs for mutual admiration. Respondents were there fore 
probed as to what they thought they got out of their mem¬ 
bership. The responses varied from advice, information, 
training to health insurance. Most interesting was however, 
the considerable dissatisfaction with the associations in 
almost all the countries. Of those, who were actually mem¬ 
bers, one third in respectively Chile, Italy and Ceylon did 
not think that the trade associations served any useful pur¬ 
pose. In Japan the dissatisfied were 18% and in Greece 55%. 
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Rank correlation (6Ac.) 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
e 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
0.8 
0.7 
0.9 
0.9 
1.0 
0.9 
0.9 
0.7 
0.9 
0.9 
0.7 
1.0 
0.5 
0.6 
1.0 
0.9 
0.9 
0.9 
0.5 
-. ' 0.3 
0.4 
Mean rank correlation 
coefficient: 0.8 
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Statement 6Ad. 
Vertical ownership integration is uncommon in 
developing economies. 
In general it was found that vertical integration was not 
very common in any of the countries except Japan where 32 
percent of the wholesale companies and 12 percent of the 
retail companies were involved in some form of vertical in¬ 
tegration organization. As for manufacturers, only four 
companies out of the. total sample of five countries were 
owned by a retailer or a wholesaler. Manufacturers could 
therefore not be meaningfully ranked. 
For wholesalers and retailers the final ranking was: 
Italy 
Japan 
Ceylon 
Chile 
Greece 
5 
1 
2 
3 
4 
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Rank correlation (6Ad.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variables Correlation coefficient 
1 a • 
o
 l 
b 0.1 
c 
o
 • 
o
 
d 
o
 • 
o
 
e 0.1 
2 a 0.3 
b 0.1 
d 0.1 
4 a 
CN • 
O
 
b * -0.3 
5 a 0.1 
c 
o
 • 
o
 
d 
o
 • 
o
 
6 a 
o
 • 
o
 
b 1 o
 
• 
c 0.6 
7 b 0.7 
Mean rank correlation 
coefficient: 0.0 
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Statement 6Ae. 
Special vertical agreements such as exclusive terri¬ 
tories and franchises are not common in developing 
economies. 
Exclusive agreements existing: 
(Percentages of sample) 
Italy Japan 
Wholesalers 45 30 
Rank order 1 2 
Retailers 21 16 
Rank order 1 3 
Ceylon 
12 
.3 
5 
4 
Chile Greece 
5 2 
5 2 
4 17 
5 2 
Mean rank order 
Final rank order 
1 2.5 3.5 4.5 3.5 
1 2 4 5 3 
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Rank correlation (6Ae.) with the 21 socio-economic 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
. b 
c ,. 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.9 
0.9 
1.0 
1.0 
0.9 
0.7 
0.7 
0.5 
1.0 
0.8 
0.9 
0.9 
0.3 
0.3 
0.9 
1.0 
1.0 
1.0 
0.7 
0.4 
0.3 
Mean rank correlation 
coefficient: 0.8 
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Statement 6Af. 
The number of self service establishments in re¬ 
tailing is relatively smaller in the underdeveloped 
than the developed economy. 
Incidence of part or full self service in retail establish¬ 
ments included in sample (percentages of sample): 
Italy Japan Ceylon Chile Greece 
4 11 7 89 
Rank order 5 143 2 
Self service in itself may be somewhat an ambiguous 
term. The comparatively high percentage of self service 
stores in Ceylon is actually made up of a type of self- 
service that differs considerably from the modern concept 
of the world. In food stores, textile stores, etc. a 
better term would probably be self selection. The stores 
are not in any way organized as proper self service stores. 
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Rank correlation (6Aj.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variables Correlation coefficient 
1 a 
o
 • 
o
 
b 0.3 
c 0.4 
d 0.4 
e 0.3 
2 a 0.5 
b 0.5 
c -0.3 
d 0.4 
3 a -0.1 
b 0.3 
d 0.3 
4 a 0.6 
b -0.1 
5 a 0.3 
c 0.4 
d 0.4 
6 a 0.4 
b -0.1 
c 1.0 
7 b 0.9 
Mean rank correlation 
coefficient: 0.3 
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Statement 6Ag. 
Accounting and bookkeeping are fairly neglected 
functions in a developing economy. 
It is obvious from the answers to questions about bookkeping 
that in all the countries, somebody in almost every firm is 
at least nominally taking care of these chores. Only a 
negligible fraction of the companies interviewed did not 
have some form of keeping track of transactions. 
Based on questions about how "sophisticated" the book¬ 
keeping system was (single entry/cash only, double entry, 
etc.) the countries were ranked in the following way: 
Italy 2 
Japan 1 
Ceylon 5 
Chile 4 
Greece 3 
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Rank correlation (6Ag.) with the 21 socio-economic 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.9 
0.9 
1.0 
1.0 
0.9 
0.7 
0.7 
0.5 
1.0 
0.8 
0.9 
0.9 
0.3 
0.3 
0.9 
1.0 
1.0 
1.0 
0.7 
0.4 
0.3 
Mean rank correlation 
coefficient: 0.8 
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Mean rank correlation coefficient by groups of inde¬ 
pendent and dependent variables in group 6A* 
Dependent variables Independent variable 
Overall development 0.5 
Communication 0.4 
Transportation 0.5 
Org. of population 0.2 
Education 0.6 
Welfare 0.4 
Trade 0.5 
Mean correlation coefficient: 0.4 
*Mean of the mean rank correlation coefficients of 
each group of independent variables and each group 
of dependent variables. 
6B. Managerial attitudes (individual constraints to mar¬ 
keting) 
Risk consciousness 
In a developing society the fight for survival in busi¬ 
ness is a day to day struggle where everybody involved is 
suspicious of everybody else. As the future of the market 
is difficult to predict, due to the individual trader's 
narrow perspective, even small risks will be magnified in 
the marketer's mind. Capital is scarce and there are few 
large traders willing to bear the risk. Actually in rela¬ 
tion to his resources, the average merchant takes a large 
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risk every time he buys a lot. Not only does he risk the 
lot he has bought, but his whole existence. For these rea¬ 
sons he tries to minimize the risk by buying small lots, 
keeping a narrow assortment, etc. He bears the risk himself 
and knows that his and his extended family's livelihood 
depends on his knowledge and skill, the size and the dura¬ 
tion of the transaction. Dewey emphasizes over and over 
again that the Javanese tries to share the risk with others 
through occasional group actions, merely intended to ease 
1 i 
the awareness of risk. 
Slater observed in Puerto Rico a tendency of spreading 
the risk, "back up the channel, starting at the retail 
1 o 
level," ^ and Meller described the risk situation as, "— 
preference for a minimum risk production option as a 'low 
aspiration' pattern of behavior".13 
Civic attitude 
In a fragmented society made up of many small units, 
each, as stated, involved in a steady fight for its sheer 
existence, there is little reason to expect that the indi- 
Alice G. Dewey, 0£. cit. , 
■^Charles c. Slater, "Marketing Processes in Developing Latin 
American Societies," Journal of Marketing, Vol. 32, No. 3, 
July 1968, p. 52. 
13john W. Meller, "The Use and Productivity of Farm Family 
Labor in Early Stages of Agricultural Development," Journal 
of Farm Economics, Vol. 45, Aug. 1963, pp. 517-534. 
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vidual should pay much attention to anybody or anything 
outside his own family group, not directly helping him to 
survive. 
Venkatesan thus says: "Awareness of social responsi¬ 
bility by entrepreneurs (in India) is very rare.Dewey 
notes that in villages, organization is based on interde¬ 
pendence among the inhabitants, but that in the urban set¬ 
tings the demands of trade and wage labor do not furnish a 
basis for group formation and that it is economically more 
15 
advantageous to work independently. She also puts trade 
unions, political parties and other organizations in the 
future perspective. As of the time of her study they simply 
16 
did not exist in Java. 
Lack of trust in the channel of distribution 
It has already been mentioned that business in poor 
societies often is characterized by an atmosphere of sus¬ 
picion. If the trading partners belong to a merchant's 
extended family or to his own ethnic group-(such as the 
many Chinese merchant societies in Asia) he may trust them, 
maybe not for personal, but for social reasons. In most 
TZ 
M. Venkatesan, "The Environment of Marketing in India and 
the Role of Marketing in India's Economic Development," 
Stencil, University of Massachusetts, Amherst, Mass. 1969, 
p. 27. 
15 
Alice G. Dewey, 0£. cit., 
■^Ibid. , p. 42. 
p. 42. 
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cases, there is no such relationship between trading part¬ 
ners. The lack of trust is a common practise in socieities 
which lack well developed and enforceable civil codes. 
Hirsch laments the "moral laxity" in the distributive sec¬ 
tor and says that "partnerships with outsiders are rare be¬ 
cause typically there is a lack of the minimum amount of 
17 
trust that is necessary to run an operation of this sort," 
and -Baldwin notes: "(In India) the standard of honesty - 
with customers and dealers alike - is probably somewhat 
lower than in countries where poverty does not press so 
18 
hard on people's conscience." 
The individual's role 
In view of the independence, and consequent relative 
isolation of the small enterprise in a developing society, 
and the lack of trust between trading partners, already dis¬ 
cussed, it is normal human behavior for the entrepreneur to 
believe that the partner (particularly upstream in the 
channel of distribution) has a more enviable position. Re¬ 
tailers are envious of wholesalers who supposedly trade in 
a larger scale, and wholesalers are envious of manufacturers. 
-T7 
Leon V. Hirsch, Marketing in an Underdeveloped Economy: 
The North Indian Sugar Industry, Englewood Cliffs, N.J., 
Prentice Hall, 1961, p. 216. 
18 
George B. Baldwin, Industrial Growth in South India: Case 
Studies in Economic Development, New York, N.Y., Glencoe, 
Ill., The Free Press, 1959, p. 176. 
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Speculation 
Because of low trade margins and low commissions in 
underdeveloped economies, there is a constant urge and need 
for the trader to improve his situation. Although he is 
quite conscious of the risk he is facing with each trans¬ 
action, the temptation to exploit the often fragmented and 
unreliable system of transportation, as well as the imper¬ 
fectly working system of information, through speculative 
• i 
behavior is often irresistible. Hirsch noted speculative 
behavior at all levels of sugar distribution in India and 
Moyer found it quite common among traders in Africa with 
specific examples from Dahomey where "traders regularly are 
19 
trying to corner the market." Other examples such as the 
well known "speculateurs" in Haiti could be mentioned. 
Attitude toward competition 
The underdeveloped countries are commonly - as al¬ 
ready pointed out - characterized by a seller's market. 
One observed effect of this situation is a frequent lack of 
rigor in competition. One explanation is that the markets 
are limited, as income is low, and the market not large 
enough to support more than a few enterprises in each indus¬ 
try. There is also invariably an absence of viable anti 
to 
Reed Moyer, The Structure of Markets in Developing Econ¬ 
omies, M.S.U. Business Topics, Autumn 1964, p. 50. 
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trust legislation. Import is often restricted, accentuating 
the market limitations. As demand usually is satisfactory - 
maybe not more, companies can sell all they can produce 
without a need to fight for an increased market share. In 
such a situation many entrepreneurs prefer to seek an 
agreement - implicit or explicit - with competitors, rather 
than enter into a competitive battle in which according to 
the prevailing opinion nobody can gain much. This situation 
is witnessed in many areas of the world. HenJey notes: "As 
might be expected, the Central American scene is not one in 
20 
which every industry is fiercely competitive." Hirsch, 
in an interview with three Indian sugar wholesalers found 
that one of their major concerns was the perspectives of 
21 
increased competition leading to "trade difficulties." 
In Latin America merchant groups frequently enjoy the 
benefits of certain kinds of restrictions, achieved through 
political influence or resulting from the limited numbers 
of potential competitors with enough capital to be a threat. 
P A_ 
Donald S.Henley, "Marketing and Economic Integration in De¬ 
veloping Countries," in R. Moyer and S.C. Hollander (eds.) 
Markets and Marketing in Developing Economies, Homewood, 
Ill., Richard D. Irwin, Inc., 1968, p. 85. 
^Leon V. Hirsch, 0£. cit., p. 229. 
^See Sidney W. Mintz, "Peasant Market Places in Economic De¬ 
velopment in Latin America"in R. Moyer & S.C. Hollander (eds.) 
Markets and Marketing in Developing Economies, Homewood, Ill., 
Richard D. Irwin, Inc., 1968, p. 184. 
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Miracle makes the same observation when he mentions that 
23 
collusion in the form of cartels is common in West Africa. 
The importance of buying 
As a market grows in sophistication and economic 
strength, increasing initiative is being taken by producers 
and manufacturers to ensure consumption of their products as 
a function of increasing purchase power. This is a forward 
initiative. In a less developed market, we have, however, 
already argued that there is a less pronounced positive atti¬ 
tude towards vigorous competition and promotional efforts 
That doesn't mean, though, that the merchant is indif¬ 
ferent to profit. But he doesn't trust his partners, par¬ 
ticularly his suppliers, and therefore, he devotes a large 
proportion of his marketing efforts to buying rather than 
selling. In the framework he lives, a skillful purchase 
operation may constitute more to profit than a sales trans¬ 
action. 
Guarantees —- 
In a seller's market, businessmen are often less con¬ 
cerned with the consumer's or customer's satisfaction. 
'Caveat emptor' is a predominant philosophy. Except in 
cases where certain special relationships exist vertically 
in the channel of distribution, or between the retailer and 
23 " 
Marvin P. Miracle, Market Structure in Commodity Trade and 
Capital Accumulation in West Africa," in R. Moyer & S.C. 
Hollander (eds.), 0£. cit., pp. 214-125. 
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his customer, it is rare to find any guarantee or return 
privileges in an underdeveloped economy. 
Statement 6Ba. 
Entrepreneurs in developing countries are more 
acutely aware and conscious of risks in marketing 
operations than their counterparts in more developed 
countries. 
Respondents in all countries had a lot of serious problems 
to convey in the interviews. Among the most serious problems 
or risks seen in respective countries were (in order of 
importance): 
Italy 
Labor relations 
Credit losses 
Price instability 
Japan 
Competition 
Unstable economic and market conditions 
Price instability 
Ceylon 
Inflation (rising costs) 
Labor relations 
Government intervention 
Chile 
Shortage of capital 
Government intervention 
Labor relations 
Greece 
Shortage of capital 
Competition 
Labor relations. 
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Due to the diversity of answers, ranking was not pos¬ 
sible on this dimension. The risk consciousness was there¬ 
fore measured with respect to respondents' relative optimism 
or pessimism with respect to the immediate future with the 
following result: 
(most optimistic = less risk conscious = Rank 1) 
Rank order: Italy 5 
Japan 1 
Ceylon 3 
Chile 4 
Greece 2 
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Rank correlation (6Ba.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a i o
 
• 
b 0.4 
c 0.3 
d 0.3 
e 0.1 
2 a 0.2 
b 0.2 
c -0.6 
d 0.3 
3 a -0.3 
b 0.4 
d 0.1 
4 a 0.2 
b -0.5 
5 a 0.1 
c 0.3 
d 0.3 
6 a 0.3 
b -0.2 
c 0.9 
7 b 0.7 
Mean rank correlation 
coefficient: 0.2 
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Statement 6Bb. 
In developing countries, entrepreneurs lack social 
responsibility and civic attitude to a higher de¬ 
gree than in developed countries. 
On the basis of a combination of respondents' expression 
whether they participated in outside organizations (Sports 
association. Recreational or Cultural associations. Politi¬ 
cal Party) and advantages offered by the firm to its em¬ 
ployees (welfare programs, housing facilities, medical 
services, recreational facilities, free cafeteria/refresh¬ 
ments) the ranking was: 
Rank order: Italy 4 
Japan 3 
Ceylon 2 
Chile 1 
Greece 5 
In all countries, merchants as a rule showed very little 
interest in political activities. The Chileans are to a 
great extent participating in sports activities. In addi¬ 
tion (not counted in ranking) the Ceylonnese merchants are 
highly involved in religious activities, which was not true 
for any of the other countries. 
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Rank correlation (6Bb.) with 
development indicators: 
Independent variable 
the 21 socio-economic 
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Statement 6Bc. 
There is a lack of trust particularly vis a vis 
suppliers in the channel of distribution in a de¬ 
veloping economy. As economies mature the trust 
increases. 
On the direct question: "Do you consider your suppliers 
honest?", the resulting ranking was: 
Italy 3 
Japan 1 
Ceylon 5 
Chile " 2 
Greece 4 
Rank order: 
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Rank correlation (6Bc.) 
developing indicators: 
Independent variable 
1 a 
b 
c 
d 
c 
2 a 
b 
c 
d 
2 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
0.5 
0.4 
0.7 
0.7 
0.9 
1.0 
1.0 
0.6 
0.7 
0.7 
0.4 
0.9 
0.8 
0.5 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Statement 6Bd. 
The less developed an economy, the more discontent 
is the entrepreneur with his particular position 
in the channel of distribution. 
Percentages who would like to change their role: 
Italy Japan 
Wholesaler to 
retailer 14 0 
Rank order 4 1 
Wholesaler to 
manufacturer 42 22 
Rank order 3 1 
Retailer to 
wholesaler 35 9 
Rank order 2 1 
Ceylon Chile Greece 
6 18 5 
3 5 2 
59 41 69 
4 2 5 
63 58 77 
4 3 5 
Mean rank order 3 
Final rank order 2 
1 3.66 3.33 4.0 
14 3 5 
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Rank correlation (6Bd.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
c 
4 a 
b 
5 a 
b 
c 
6 a 
b 
c 
7 a 
Rank 
Correlation coefficient 
0.6 
0.6 
0.7 
0.7 
0.9 
0.8 
0.8 
0.6 
0.7 
0.8 
0.6 
0.9 
0.3 
0.5 
0.9 
0.7 
0.7 
0.7 
0.2 
0.1 
0.3 
Mean rank correlation 
coefficient: 0.6 
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Statement 6Be. 
In a developing economy speculative behavior is 
more common than in a developed economy. 
Respondents were asked whether they took advantage of 
fluctuations in prices to stock up on various merchandise: 
Italy Japan Ceylon Chile Greece 
Manufacturer/ 
Rank order 2 1 5 4 3 
Wholesaler/ 
Rank order 4 1 5 3 2 
Retailer/ 
Rank order 1 3 4 2 5 
Mean rank order 2.33 1.66 4.66 3.0 3.00 
Final rank order 2 1 5 3 4 
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Rank correlation (6Be.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
1 a 
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d 
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b 
c 
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4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
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0.8 
0.7 
0.9 
0.9 
1.0 
0.9 
0.9 
0.7 
1.0 
0.5 
0.6 
1.0 
0.9 
0.9 
0.9 
0.5 
0.3 
0.4 
Mean rank correlation 
coefficient: 0.8 
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Statement 6Bf. 
There is a less positive attitude towards competi¬ 
tion in a developing than a developed country. 
Attitude towards competition: what action is preferred? 
(Percentages of 
sample) Manufacturers 
Italy Japan Ceylon Chile Greece 
a/Seek an agreement 53 41 31 33 93 
b/Compete vigorously 43 59 59 62 7 
Quota a/b 0.81 1.44 1.90 1.70 0.08 
Rank order 4 3 1 2 5 
Wholesalers 
a/Seek an agreement 54 50 49 23 71 
b/Compete vigorously 35 44 47 68 26 
Quota a/b 0.65 0.88 0.95 2.96 0.29 
Rank order 4 3 2 1 5 
Mean rank order 4 3 1.5 1.5 5 
Rinal rank order 4 3 2 1 5 
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Rank correlation (6Bf.) with the 21 socio-economic 
development indicators: 
Rank 
Independent variable Correlation coefficient 
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Statement 6Bg. 
Buying is considered more important than selling 
in developing countries. As economies change, the 
relationship alters. 
Most important activity for a merchant: (respondent's per¬ 
ception) : 
(Percentages of sample) 
Wholesaler: Italy Japan Ceylon Chile Greece 
a/Buy advantageously 68 34 49 59 74 
b/Sell with good 
margin 26 48 37 9 19 
Quota a/b 0.38 1.41 0.75 0.15 0.26 
Rank order 3 1 2 5 4 
Retailer: 
a/Buy advantageously 75 21 76 77 61 
b/Sell with good 
margin 20 59 19 9 28 
Quota a/b 0.27 2.80 0.25 0.12 0.46 
Rank order 3 1 4 5 2 
Mean rank order 3.0 1.0 3.0 5.0 3.0 
Final rank order 4 1 2 5 3 
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Rank correlation (6Bg.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
c 
4 a 
b 
5 a 
b 
c 
6 a 
b 
c 
7 a 
Rank 
Correlation coefficient 
0.0 
0.6 
0.3 
0.3 
0.1 
0.0 
0.0 
-0.6 
0.3 
-0.2 
0.6 
0.1 
-0.3 
-0.7 
0.1 
0.3 
0.3 
0.3 
-0.2 
0.5 
0.3 
Mean rank correlation 
coefficient: 0.1 
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Statement 6Bh. 
Guarantees and return privileges are more rare in 
the developing than the developed economy. 
On the direct questions on a) point where manufacturer's 
responsibility for a product ends and b) type of guarantee, 
if any, given on products sold the rank ordered responses 
were: 
Italy 1 
Japan 2 
Ceylon 5 
Chile 4 
Greece 3 
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Rank correlation (6Bh.) 
development indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
3 a 
b 
d 
4 a 
b 
5 a 
c 
d 
6 a 
b 
c 
7 b 
with the 21 socio-economic 
Rank 
Correlation coefficient 
1.0 
0.8 
0.9 
0.9 
0.8 
0.5 
0.5 
0.7 
0.9 
0.9 
0.8 
0.8 
1.0 
0.8 
0.8 
0.9 
0.9 
0.9 
0.9 
0.0 
-0.1 
Mean rank correlation 
coefficient: 0.7 
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Mean rank correlation coefficients between group of 
independent and dependent variables in group 6B* 
Dependent variable Independent variables 
Correlation 
coefficient 
Managerial attitudes Overall development 0.3 
Communication 0.4 
Transportation 0.3 
Org. of population 0.2 
Education 0.4 
. Welfare 0.2 
Trade 0.4 
Mean correlation coefficient: 0.3 
* 
Mean of the mean rank correlation coefficients of 
each group of independent variables and each group 
of dependent variables. 
Summary Individual Constraints 
Average rank between groups of socio-economic indica¬ 
tors and group of Individual Constraints: 
Independent variables Dependent variables 
Individual 
factors 
Managerial 
attitude 
Overall development 0.5 0.3 
Communication 0.4 0.4 
Transportation 0.5 0.3 
Org. of population 0.2 0.2 
Education 0.6 0.4 
Welfare 0.4 0.2 
Trade 0.5 0.4 
CHAPTER XI 
GENERAL MARKET STRUCTURE 
7. General Market Structure 
Certain constraints acting on the marketing system are 
imposed by the market structure as such. Respondents were 
asked to respond to a number of questions aimed at their 
perceptions of the actual situation. Some of these ques- 
m 
tions may resemble questions asked in earlier parts of the 
study, but in this case they are arrived at more through the 
respondents' feelings or opinions rather than deduced from 
the factual situation. 
Statement 7Aa. 
Channels of distribution tend to be more mixed in 
a developing than a developed economy. 
On the questions of whether the respondents (manufacturers 
and wholesalers) thought that it was advantageous to use 
one or several channels of distribution the rank order 
emerged as follows: 
Italy 3 
Japan 1 
Ceylon 5 
Chile 2 
Greece 4 
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Rank correlation (7Aa.) with the 21 socio-economic 
independent indicators: 
Independent variable 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
2 a 
b 
d 
4 a 
b 
. 5 a 
c 
d 
6 a 
b 
c 
7 b 
Rank 
Correlation coefficient 
0.5 
0.4 
0.7 
0.7 
0.9 
1.0 
1.0 
0.6 
0.7 
0.7 
0.4 
0.9 
0.8 
0.8 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Trading areas 
Many developing countries suffer from over-population. 
Also the number of traders - wholesalers and retailers - is 
generally proportionally quite high. Westfall and Boyd 
calculated for instance that India with only 1/3 the geo¬ 
graphic size of the United States had twice as many cus¬ 
tomers'*' and that the number of retailers with annual volumes 
of less than $1,500, although not exactly known, is probably 
higher than those with annual volume above that figure. If 
this is correct, it means that there are more than 206,000 
retailers, perhaps about 250,000 only in the State of 
Nadres. On a similar per capita basis there would be about 
2,000,000 retailers in all of India, a slightly larger total 
2 
number than in the United States. In addition there is a 
marked lack of private and public transportation means. The 
logical conclusion is that companies in a less developed 
economy have much smaller geographic trading areas than in 
a more developed economy. 
Based on the respondents' perceptions (retailers) of how 
far away from the store the majority of their customers were 
living the result was: 
■^Ralph Westfall and Harper W. Boyd, Jr., "Marketing in India," 
Journal of Marketing, Vol. 25, No. 2 (Oct. 1960), reprinted 
in Robert C. Ratty and Harvey L. Vredenburg (eds.). Read¬ 
ings in Global Marketing Management, New York, N.Y., Apple- 
ton Century Croft, 1969, p. 389. 
2Ibid., p. 394. 
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Statement 7Ab. 
Trading areas in developing countries tend to be 
comparatively smaller than in developed countries. 
Rank order, based on retail traders' perceptions of how far 
their sales reached: 
Italy 2 
Japan 1 
Ceylon 3 
Chile 4 
Greece 5 
Rank correlation (7Ab.) with the 21 socio-economic 
development indicators: 
Independent variables 
1 a 
b 
c 
d 
e 
2 a 
b 
c 
d 
Rank 
Correlation coefficient 
0.5 
0.7 
0.6 
0.6 
0.7 
0.5 
0.5 
0.3 
0.6 
3 a 
b 
c 
4 a 
b 
5 a 
b 
c 
6 a 
b 
c 
0.6 
0.7 
0.7 
-0.1 
0.1 
0.7 
0.6 
0.6 
0.6 
0.1 
0.0 
0.1 7 a Mean rank correlation 
coefficient: 0.5 
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Delivery times 
Due to lack of infrastructure, relative lack of trust 
between members of the channel of distribution, low produc¬ 
tion capacity and absence of service mentality, delivery 
times are often unpredictable in less developed economies. 
Statement 7Ac. 
In a developing economy delivery times are more 
irregular than in a more developed economy. 
Respondents auspicious of how well they were treated by 
suppliers with respect to kept delivery times led to the 
following rank order: 
Italy 3 
Japan 1 
Ceylon 4 
Chile 5 
Greece 2 
267 
Rank correlation (7Ac.) with the 21 socio-economic 
development indicators: 
Independent variable 
1 a 
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2 a 
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Rank 
Correlation coefficient 
0.6 
0.9 
0.8 
0.8 
0.5 
0.3 
0.3 
-0.1 
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0.3 
0.9 
0.5 
0.0 
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0.5 
0.8 
0.8 
0.8 
0.5 
0.6 
0.3 
Mean rank correlation 
coefficient: 0.5 
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Efforts to Shorten the Channel of Distribution 
As already pointed out, middlemen are for various rea¬ 
sons, particularly in poorer countries, considered a less 
necessary link in distribution. If a retailer or a manu¬ 
facturer has an opportunity to by pass the wholesaler, this 
is considered both useful and legitimate. 
Statement 7Ad. 
In developing countries there is a greater tendency to 
bypass wholesalers. 
On the direct question to manufacturers and retailers if 
they tried to by-pass the wholesalers when they had an oppor¬ 
tunity to do so, the answers led to the following ranking: 
Italy 3 
Japan 1 
Ceylon 4 
Chile 5 
Greece 2 
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Rank correlation (7Ad.) 
development indicators: 
Independent variable 
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Mean rank correlation 
coefficient: 0.5 
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Credit Purchases 
As stressed earlier the possibilities of obtaining 
credit in a developing economy are usually not abundant. 
Statement 7Ae. 
Credit purchases are harder to effectuate in a 
developing than a developed economy. 
The opinions as to the ease of obtaining credit ranked: 
Italy 3 
Japan 1 
Ceylon 5 
Chile 2 
Greece 4 
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Rank correlation (7Ae.) 
development indicators: 
Independent variable 
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Rank 
Correlation coefficient 
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0.9 
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0.7 
0.9 
0.7 
0.7 
0.7 
0.2 
0.5 
0.7 
Mean rank correlation 
coefficient: 0.7 
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Development Capital 
Almost by definition, the financial and banking system 
in underdeveloped countries is rudimentary. The basic 
cause of underdevelopment is lack of funds and of a system 
that can generate capital. Most traders are small with 
few personal belongings and insufficient inventory and small 
marketing potential to put up as collateral for obtaining 
funds for expansion. Lenders do not trust their customers 
and interest rates are high - as a consequence of the per¬ 
ceived risk. Consequently, one of the outstanding problems 
in marketing is to get money for development. This often 
becomes a vicious circle. No funds means no development, 
but funds are only available when development has taken 
place. 
Statement 7Af. 
Funds for development are harder to come by in a 
developing than a developed nation. 
Based on respondents' opinions the rank order was: 
Italy 1 
Japan 2 
Ceylon 4 
Chile 5 
Greece 3 
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Rank correlation (7Af.) with the 21 socio-economic 
development indicators: 
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Summary = General Market Structure 
Average rank between grups of socio-economic indica¬ 
tors and groups: General Market Structure 
Independent variable Dependent variable 
General Market Structure 
Overall development 0.7 
Communication 0.5 
Transportation 0.6 
Org. of population 0.2 
Education • 0.7 
Welfare 0.5 
Trade 0.3 
Mean correlation coefficient: 0.5 
CHAPTER XII 
SUMMARY 
The correlations arrived at in this study are based on 
two separate elements (1) commonly accepted socio-economic 
growth indicators obtained through official sources of pub¬ 
lic statistic information, and (2) empirically derived indi¬ 
cators of marketing development. By calculating the rank 
correlation coefficient for five countries on the two dimen¬ 
sions we arrive at a measurement of the degree of parallel¬ 
ism between economic development and stage of marketing de¬ 
velopment. 
In the overwhelming number of cases the rank correla¬ 
tion coefficient is positive. The overall mean of the rank 
correlation coefficients in the matrix of 21 (independent 
socio-economic variables ) x 62 (dependent, marketing de¬ 
velopment variables) is 0.48 (standard deviation = 0.28). 
The median = 0.64. There is not accurate cut off point as 
to what is high or low correlation, but the figures shown, 
indicate,subjectively judged, a fairly high correlation,sup¬ 
porting the notion that most socio-economic indicators pre¬ 
dict rather well the stage of marketing development in a 
country. We are, however, as stated dealing with a large 
number of independent and dependent variables and obviously 
some independent variables are better predictors than others 
for certain aspects of marketing development. 
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Dependent variables 
The 62 dependent variables indicating level of market¬ 
ing development were all arrived at through deductive rea¬ 
soning, mainly through a concensus of opinion from a large 
number of studies of marketing in developing nations. The 
author's subjective opinion based on his own experience was 
quite obviously also a factor. In such a situation it is 
clear that some statements or hypotheses about marketing 
development must be more valid than others. Although the 
overall tendency points to a high correlation between the 
variables, some of the dependent variable statements go con¬ 
trary to the overall tendency. The reasons for this contra¬ 
diction may be many. The statements may a) have been a 
wrong interpretation of reality or of earlier studies; b) one 
or more of the five countries selected for study may contain 
peculiarities that throw a particular statement off the gen¬ 
eral pattern; c) the statement may refer to elements of mar¬ 
keting development that do not respond to a linear socio¬ 
economic scale but rather to specific environmental factors 
of a cultural or political nature; or d) the basis for rank¬ 
ing may have been insufficient. These factors may limit the 
value of the methodology used in this study, but as 90 per¬ 
cent of the statements showed a positive correlation and only 
5 percent a negative one, the detrimental effect does not 
seem too high. 
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The question of which statements did not show a suffi¬ 
cient correlation with socio-economic indicators is fairly 
academic as the boundary between high and low correlation 
is arbitrary. 
A rank correlation coefficient of 0.3 instead of 0.2 
tells us something about the general direction of develop¬ 
ment but very little about actual difference. The most na¬ 
tural boundary is probably between positive and negative 
rank correlation. Let us therefore, as an exercize, single 
out the three dependent variables that produced a negative 
mean rank correlation with the socio-economic factors, and 
try to speculate why this happened, with due respect to the 
various causes already mentioned. 
Statement 3Cc: "Prices in less developed economies are set 
on the basis of 'fixed margin' thinking and usually without 
regard to expected or attained sales volume." 
One explanation to the negative correlation is perhaps 
that the question was included under the heading of "prices 
and sales volume". In almost any country, but the most de¬ 
veloped, this is a sensitive subject to discuss with a 
stranger. The average merchant in the countries studies, 
cannot grasp that a survey can be made without some ulterior 
motive - most probably a fiscal motive. 
It is thus possible that the true answer did not come 
out in the particular case. This of course is sheer specu¬ 
lation. The Japanese were ranked last on this question which 
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might be interpreted from a social point of view. Japan has 
probably the most pronounced hierarchical system of all the 
five countries. Hence, decisions as to prices are quite 
often made at an earlier stage in the channel of development 
The ranking was based on retailer statements, and it is 
quite conceivable that the Japanese retailer is either ignor 
ant or powerless in this situation. Such reasoning points 
to the fact that the whole area of pricing may be separately 
influenced by non-economic factors, which is supported by 
the comparatively low correlations arrived at under "Trans¬ 
actional Conditions" with the following rank correlation co¬ 
efficients: 0.7, 0.4, -0.2, 0.3, 0.3, below the overall 
average. 
Statement 6Bb: "In developing countries entrepreneurs lack 
social responsibility and civic attitudes to a higher degree 
than in developed countries." 
Despite the indications from studies in numerous under¬ 
developed societies it is highly conceivable that the civic 
attitude has little to do with economic development. Ad¬ 
mittedly it is also highly peripheric to the question of 
marketing development. It is a question that concerns moral 
values and it has of course a bearing on marketing activi¬ 
ties, but it is also related to the philosophical and re¬ 
ligious attitude of the business community. Certain socie¬ 
ties demand a high participation from their members and a 
common group spirit, while others stress more the family 
279 
values and blood ties. And none can claim that religious 
attitudes or adherence (but maybe values) change as countries 
develop economically. 
Statement 6B : "There is a less positive attitude towards 
competition in a developing than a developed country." 
Influenced by the American credo of the blessing of a 
free competition, it is very possible that when we observe 
foreign - less developed societies - we form an opinion con¬ 
trary to intellectual reasoning under prevailing circumstan¬ 
ces . We tend to forget the broad spectrum of countries 
inbetween the very underdeveloped and the very highly de¬ 
veloped countries. Countries in the first category are tra¬ 
ditional societies, governed by traditional rules. Countries 
in the second category have to introduce rules to protect 
society from itself. Between these two categories we find 
the "developing" countries, where the atmosphere could best 
be described as opportunistic. The last twenty years develop¬ 
ment in Western Europe is a good example of this situation, 
particularly vis-a-vis the comparative weakness of competi¬ 
tive legislation. Italy for example, being one of the coun¬ 
tries represented in this study virtually does not have any 
legislation regulating competition. The author spent a few 
years in that country, representing American interests, 
steadily being torn between American legislative demand and 
Italian business practice. There was (and is) an enormous 
contrast between Italy and the United States with respect to 
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the attitude towards competition. In other words, more 
competitive spirit may not necessarily be a correlate to 
economic development. 
Independent variables 
The following is a summary of the independent variables' 
mean rank correlations with all the dependent variables. 
1. GENERAL ECONOMIC DEVELOPMENT 
la. Gross National Product per Capita 
Kean correlation coefficient: 0.47 
’Median correlation coefficient: 0.64 
Number 
Positive correlations: 51 
Zero or negative correlations: 11 
lb. Investments as a percentage of GNP 
Kean correlation coefficient: 0.50 
Kedian correlation coefficient: 0.67 
Number 
Positive correlations; 53 
Zero or negative correlations: 9 
_ _ „ _ 
lc. Steel consumption per capita 
Kean correlation coefficient: 0.59 
Kedian correlation coefficient: 0.76 
Number 
Positive correlations: 54 
Zero or negative correlations 8 
ld. Percent of Gross Domestic Product originally 
in the 'tertiary sector 
Mean correlation coefficient: 0.59 
Kedian correlation coefficient: 0.76 
The rank order was the same a3 for steel consumption/capita 
281 
(lc) and the correlation coefficients consequently identical. 
m 
le. Manufacturing as percentage of Gross Domestic 
Product 
Mean correlation coefficient: 0.58 
Median correlation coefficient: 0.73 
Number 
Positive correlation: 5 
Zero or negative correlation: 57 
Break down of the rank correlations of the group of 
variables under "General economic development" with groups 
m 
of marketing development variables gives the following re¬ 
sult (mean of means of rank order correlations); 
Dependent 
variables 
1 Product 
1A Assortment 
IB Branding 
1C Physical Distribution 
2 Marketing Communication 
2A Advertising 
2B Sales Promotion 
2C Marketing Research 
3 Transactional Activities 
3A Contact, Buyer/Seller 
3B Sales Activities 
3C Transactional conditions 
4 Financial Activities 
Coefficient of rank correlation 
with "General Econ. Development" 
0.6 
0.8 
0.7 
0.4 
0.8 
0.7 
0.8 
0.6 
0.3 
0.3 
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5 Control Activities 
5A Channels of Distribution 0.7 
5B Ownership 0.1 
6 Individual factors of 
Constraint 
6A Organization 0.5 
6B Management attitudes 0.3 
7 General Market 0.7 
Indicators of general economic development are tradi¬ 
tionally the most used ones for judging a country's market¬ 
ing development. As can be seen from the above rank corre¬ 
lation coefficients, they are as a rule rather reliable in¬ 
dicators . 
2. COMMUNICATIONS 
2a. Newsprint consumption per capita 
Mean correlation coefficient: 0.52 
Median correlation coefficient: 0.64 
Number 
Positive correlations: 5lf~ 
Zero or negative correlations: 4 
2b. Newspaper circulation per capita 
Mean correlation coefficient: 0.52 
Median correlation coefficient: 0.64 
Ranking was identical v/ith 2a 
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2c. Radio receivers per capita 
Mean correlation coefficient: 0.29 
Median correlation coefficient: 0.40 
Number 
Positive correlations: 47 
Zero or negative correlations: 15 
2d. Telephones per capita 
Mean correlation coefficient: 0.59 
Median correlation coefficient: 0.76 
Number 
Positive correlations: 57 
Zero or negative correlations: 5 
Break down of the rank correlations of the group of 
variables in "Communications" (independent variable) with 
groups of marketing development variables gives the follow¬ 
ing result. 
Dependent 
variables 
1. Product 
1A Assortment 
IB Branding 
1C Physical Distribution 
2. Marketing Communication 
2A Advertising 
2B Sales Promotion 
2C Marketing Research 
Coefficient of rank 
correlation "Communication" 
0.5 
0.8 
0.5 
0.5 
0.6 
0.4 
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3. Transactional Activities 
3A Contact, Buyer/Seller 0.7 
3B Sales Activities 0.6 
3C Transactional Conditions 0.3 
4. Financial Activities 0.4 
5. Control Activities 
5A Channels of Distribution 0.6 
5B Ownership 0.1 
6. Individual Factors of 
Constraint 
6A Organization 0.4 
6B Management attitude 0.4 
7. General Market Structure 0.5 
Apart perhaps from the indicator "Radio receiver per 
capita" the group as such seems to be an acceptable indi¬ 
cator of marketing development, although not as good as 
the previous group (General Economic Development) 
3. TRANSPORTATION 
3a. Motor Vehicle Density 
Mean correlation coefficient: 0.46 
Median correlation coefficient: 0.59 
Number 
Positive correlations: 50 
Zero or negative correlation: 12 
3b. Railway Density 
Mean correlation coefficient:0.50 
Median correlation coefficient: 0.67 
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Number 
Positive correlation: 53 
Zero or negative correlation: 9 
3d. Intensity of railway use 
Mean correlation coefficient: 0.58 
Median correlation coefficient: 0.73 
Number 
Positive correlation: 57 
Zero or negative correlation: 5 
A break down of the rank correlations of the group of 
variables in "Transportation" (independent variable) with 
groups of marketing development variables gives the follow¬ 
ing result (mean of means of rank order correlation) 
Dependent 
variables 
1. Product 
1A Assortment 
IB Branding 
1C Physical Distribution 
2. Marketing Communication 
2A Advertising 
2B Sales Promotion 
2C Marketing Research 
3. Transactional Activities 
3A Contact Buyer/Seller 
3B Sales Activities 
3C Transactional Conditions 
Coefficient of rank correla- 
tion with "Transportation" 
0.6 
0.8 
0.6 
0.4 
0.8 
0.6 
0.8 
0.6 
0.3 
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4. Financial Activities 0.3 
5. Control Activities 
5A Channels of Distribution 
5B Ownership 
6. Individual Factors of 
Constraint 
6A Organization 0.5 
6B Management Attitudes 0.3 
7. General Market Structure 0.6 
4. POPULATION ORGANIZATION 
4a. Urbanization 
Mean correlation coefficient: 0.30 
Median correlation coefficient: 0.36 
Number 
Positive correlation: 52 
Zero or negative correlation: 10 
0.8 
0.0 
4b. Percentage of population in agriculture 
Mean correlation coefficient: 0.23 
Median correlation coefficient: 0.35 
Number 
Positive correlation: 48 
Zero or negative correlation: 14 
* / / • 
Break down of the rank correlation of the group of 
variables in "Population Organization” (independent vari¬ 
ables) with groups of marketing development variables: 
(mean of means of rank order correlations) 
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Dependent 
variables 
1. Product 
1A Assortment 
2A Branding 
3A Physical Distribution 
2. Marketing Communication 
2A Advertising 
2B Sales Promotion 
2C Marketing Research 
3. Transactional Activities 
3A Contact Buyer/Seller 
3B Sales Activities 
3C Transactional Conditions 
4. Financial Activities 
5. Control Activities 
5A Channels of Distribution 
5B Ownership 
6. Individual Factors of 
Constraint 
6A Organization 
6B Management Attitudes 
Coefficient of rank correlation 
with Population Organization 
0.3 
0.5 
0.2 
0.4 
0.3 
0.7 
0.4 
0.4 
0.3 
0.3 
0.2 
0.1 
0.2 
0.3 
7. General Market Structure 0.5 
Relative to the so far described socio-economic indi¬ 
cators, MPopulaticn Organization" seems to be a less reli¬ 
able indicator of marketing development. 
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5. EDUCATION 
5a. Literacy 
Mean correlation coefficient: 0.58 
Median correlation coefficient: 0.73 
Number 
Positive correlation: 56 
Zero or negative correlations: _£ 
62 
5c. Secondary Education enrollment 
Mean correlation coefficient: 0.59 
Median correlation coefficient: 0.76 
Number 
Positive correlation: 54 
Zero or negative correlation: _8 
62 
5d. Higher Education enrollment 
Mean correlation coefficient: 0.59 
Median correlation coefficient: 0.76 
Number 
Positive correlation: 54 
Zero or negative correlation: _8 
62 
Break down of the rank correlation of the group of 
variables in "Education" (independent variable) with groups 
of marketing development variables: (mean of means of rank 
order correlations) 
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Dependent variables 
1. Product 
1A Assortment 
IB Branding 
3C Physical Distribution 
2. Marketing Communication 
2A Advertising 
2B Sales Promotion 
2C Marketing Research 
3. Transactional Activities 
3A Contact Buyer/Seller 
3B Sales Activities 
3C Transactional Conditions 
4. Financial Activities 
5. Control Activities 
5A Channels of Distribution 
5B Ownership 
6. Individual Factors of 
Constraint 
6A Organization 
6B Management Attitude 
7. General Market Structure 
Coefficient of rank correlation 
with "Education" 
0.6 
0.9 
0.7 
0.4 
0.9 
0.7 
0.8 
0.7 
0.3 
0.4 
0.8 
0.1 
0.6 
0.4 
0.7 
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6. WELFARE 
6a. Inhabitants per hospital bed 
Mean correlation coefficient: 0.59 
Median correlation coefficient: 0.76 
Number 
Positive correlation: 54 
Zero or negative correlation: _j8 
62 
6b. Inhabitants per physician 
Mean correlation coefficient: 0.31 
Median correlation coefficient: 0.40 
Number 
Positive correlation: 50 
Zero or negative correlation: 12^ 
62 
6c. Crude death rate 
Mean correlation coefficient: 0.34 
Median correlation coefficient: 0.44 
Number 
Positive correlation: 48 
Zero or negative correlation: 1_4 
62 
Break down of the rank correlation of the group of 
variables in ’’Welfare" (independent variable) with groups 
of marketing development variables (mean of means of rank 
order correlation) 
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Coefficient of rank correlation 
with "Welfare" 
1. Product 
1A Assortment 0.4 
2B Branding 0.6 
3C Physical Distribution 0.6 
2. Marketing Communication 
2A Advertising 0.3 
2B Sales Promotion 0.7 
2C Marketing Research 0.6 
3. Transactional Activities 
3A Contact Buyer/Seller 0.5 
3B Sales Activities 0.5 
3C Transactional Conditions 0.2 
4. Financial Activities 0.3 
5. Control Activities 
5A Channels of Distribution 0.4 
5B Ownership 0.2 
6. Individual Factors of 
Constraint 
Organization 0.4 
Management Attitudes 0.3 
6A 
6B 
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7. TRADE 
7b. Export as percentage of GDP 
Mean correlation coefficient: 0.32 
Median correlation coefficient: 0.39 
Number 
Positive correlation: 52 
Zero or negative correlation: 10 
Break down of the rank correlations of "Trade" (inde¬ 
pendent variable) with groups of marketing development vari¬ 
ables (mean of means of rank order correlation) 
Coefficient of rank correlation 
with "Trade" 
1. Product 
1A Assortment -0.1 
IB Branding 0.5 
1C Physical Distribution 0.3 
2. Marketing Communication 
2A Advertising 0.6 
2B Sales Promotion 0.2 
2C Marketing Research 0.0 
3. Transactional Activities 
3A Contact, Buyer/Seller 0.4 
3B Sales Activities 0.6 
3C Transactional Condition 0.2 
Financial Activities 0.1 4 
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5. Control Activities 
5A Channels of Distribution 0.1 
5B Ownership 0.5 
6. Individual Factors of 
Constraint 
6A Organization 0.5 
6B Management Attitude 0.2 
7. General Market Structure 0.3 
Mean' correlation coefficient of all individual 
correlations: 0.48 
Standard deviation: 0.28 
Median 0.64 
Conclusions 
A. The socio-economic indicators intuitively related to 
level of marketing activity (see p. 17) seem to be 
generally valid in measuring the direction of market¬ 
ing development. 
B. There is a clearly positive (sometimes high) rank 
correlation between the indicators used to measure 
socio-economic development and marketing development. 
C. The study gives a good indication to the individual 
company that is about to enter foreign markets. Some 
marketing activities correlate well to common economic 
indicators but others not as well. Multinational com- 
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panies often group their foreign markets, not on the basis 
of geographic location but socio-economic development. 
Using the method of comparative analysis, such a grouping 
helps the company to plan in new areas, control operations 
and evaluate performance using experience from another 
market at the same socio-economic level. The results of 
this study show, however, that certain marketing activi¬ 
ties are more in tune with socio-economic development than 
others. The study also indicates which socio-economic in¬ 
dicators that seem more correlated to various facets of 
marketing development. 
D. At the outset of this study we raised the question of 
causality. Is the development of the marketing system a 
function of general economic growth - or is marketing it¬ 
self among the fundamental agents of economic growth? 
Implicitly or intuitively we may perhaps have given an 
indication in one direction by giving the socio-economic 
indicators the designation "independent" variables and the 
marketing development indicators the designation "depen¬ 
dent" variables. Apart from a highly subjective opinion, 
this, of course, doesn't prove anything. We still don't 
know which is the driving force. Most probably it is not 
a question of one way causality but rather of mutual re¬ 
inforcement, where both types of factors are influencing 
and being influenced. It seems, however, that the propo¬ 
sition that marketing practices and institutions are 
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largely a function of the basic social conditions of the 
time and place is questionable. Marketing and economic 
development, in the majority of cases, follow a parallel 
path - even if some marketing functions may be more 
sensitive to prevailing social conditions. 
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APPENDIX I 
MANUFACTURERS’ QUESTIONNAIRE 
Interviewer No... 
Interview No. 
Community. 
Date of Interview 
Product_0 
Raw Material or component_ X 
Name & Address of Company Visited 
1. When was the company founded? 
-year. '. not known 
-other answer 
2. Is this a one-man business or a company? If a company, what kind 
of a company? 
% 
-one man company 
-general partnership 
-limited partnership 
-partnership with limited 
-joint stock 
-cooperative 
-individual firm 
1 
2 
3 
liability 4 
5 
6 
7 
other answer 
. f 
3. How long has the company belonged to the present owner or to 
the group currently controlling the company? 
-since its founding X 
-since (year). 
•-no record 0 
-other answer __ 
4. How many people are currently working for the company, the 
whole day or part of it, counting the owner and his immediate 
'family and relatives separately from other employees? 
.immediate family and relatives (including owner) 
-full-time. 
-part-time. 
other persons 
-full-time.„c.•o. 
-part-time. 
5. Has the company one single establishment (with office, works and 
store) or more than one? 
-one single establishment 1 .establishments 
-other answer _ 
6. Since the founding of the company, have there been any important 
changes (a) in the kind of product sold (b) in the type of activity? 
What have been the more important changes? 
-no change in kind of activity or 
product X 
a -changes in type of activity,_ _  
b -changes in kind of product sold__ ■_ 
other answer 
-2- 
(only for one man businesses) 
7. Since he was 21 yrs. old, has the owner of the company always 
followed this occupation, or has he had any other occupations? 
(If yes) What other kinds of occupations, (list only the most 
important) 
-always only this occupation X 
-other occupations in past, i.e. 
8. Does the company visited belong wholly or in part to: 
i 
-another industrial company or group 1 
-a wholesaler or distributor 2 
-a retail firm 3 
-a consumer cooperative 4 
-a public body 5 
-a private financial group 6 
-a public financial group 7 
-other group or company? Which? 
9. 
% 
Do the following positions exist 
-a chairman of the board 
-a managing director 
-a general manager 
-a business manager 
-a sales manager 
-a production manager 
-an administrative manager 
in your company? 
Yes 
1 
2 
3 
4 
5 
6 
7 
No 
0 
0 
0 
0 
0 
0 
0 
Observations 
-3- 
The following questions deal exclusively with (0) (product in 
question) 
10a. Does the company sell (0) directly to 
Yes No 
-Wholesaler? 1 0 
-Retailer? 2 0 
-Cooperative? 3 . 0 
-Public body? 
-Other customers? Which? 
4 0 
Observations 
10b. Out of 100 customers of this company, how many are 
-Wholesalers   % 
-Retailers   % 
-Cooperatives ..... % 
-Public bodies   % 
-Others   % 
100 % 
Observations 
10c. What proportion sales volume is made to each category of customers 
For each 100 lire invoiced 
-Wholesaler • . % 
-Retailer   % 
-Cooperative   % 
-Public bodies   % 
-Others   % 
Total sales 100 % 
Observations 
(If the company sells product (0) to wholesalers and directly to 
retailers) 
11. Why does the firm sell product (0) to wholesalers and also 
directly to retailers? 
Only the purchase of raw materials or components for product 
(0) is relevant. 
(See instructions) 
12a. Does the company always buy from the same suppliers or does it 
often change suppliers? 
-always from the same suppliers 1 
-often changes suppliers 2 
Observations 
12b. Why does the company always buy from the same supplier? 
13a. How many suppliers are there currently of X? 
% 
-about. suppliers -impossible to estimate X 
-other answer _______ 
-5- 
13c. What is the order of importance of each different category 
of suppliers of X? 
Which position 
-producer 1st 2nd 3rd 
-wholesaler 1st 2nd 3rd 
-others, i.e. 1st 
Observations 
14a. Does a special relationship exist (financial, family) between 
this company and some suppliers of X? 
Yes 1 
No 2 
-other answer 
14b. What kind of relationship exists between the company and these 
suppliers? 
15. Where do negotiations take place with suppliers of X? 
-at this company 1 
* -at the suppliers 2 
-other place i.e._ ■ 
-6- 
18. When one decides how much of a product one should buy, what 
is the basis? 
-an order already received from a customer 1 
-the independent production program 2 
-other factors? Which 
19a. Is the difference in price between suppliers of X great or small? 
-large difference 1 
-small difference 2 
20a. Who takes charge of transporting X to the company? 
-the supplier, with his own means of transport 1 
-the supplier, through a transport company 2 
-the interviewee, with his own means of transport 3 
-the interviewee, through a transport company 4 
-other answers 
20c. Are transport costs included in the purchase price of X, or must 
they be paid separately by you? 
Transport costss 
-are included in the purchase price 1 
-are paid separately by the purchaser 2 
-other answers 
The- following questions again refer to product (0) 
21a. Where is the finished product stored, before being sent to customer: 
-in storage space at the establishment 1 
-in other depots of yours 2 
-at the wholesalers, or other companies 3 
-other answers _ 
-7- 
21b. For how many days of sale, do you hold inventory in hand 
currently? 
-inventory covers. days of sale. 
Remarks 
22a. Do you sell your production of (0) under a brand name or with¬ 
out a brand name? 
i 
22b. What proportion of your production is sold under a brand name or 
without a brand name? 
-with brand name . .% 
-without brand name  % 
loo % 
Remarks 
22c. Do your customers use their own brand name on their purchases? 
-yes 1 Other_ 
-no 2 
23a. Do any customers ask you to put their own name or brand on 
products they buy? 
-yes 1 
-no 0 
23b. What part of the production is sold under the name or brand of 
your customers? 
• • 
-more than half 1 
-about half 2 
-less than half 3 
-less than 10% 4 
The following questions refer to raw material or components used 
in your firm i.e. X. 
-8- 
24. In your negotiations with the supplier, who takes the 
initiative for the initial contact, you or the suppliers? 
-us 1 
-the suppliers 2 . 
-other answers 
25a. How often do suppliers of X visit the firm? 
-very frequently 1 
-frequently 2 
-seldom 3 
-never 4 
25b. In the last month, how many visits did all the suppliers of X 
make? » 
-about.......visits none X 
-other answers 
26. What are the chief reasons which lead you to prefer a certain 
supplier of X? 
-price 1 
-quality 2 
-speed of delivery 3 
-service 4 
-payment terms 5 
-other answers 
-9- 
27. Are your suppliers punctual with deliveries? 
i 
-almost always 1 
-sometimes 2 
-never or almost never 3 
-other answers __ 
28. Are trade fairs, special fairs and exhibitions an important 
method to make contact with a new supplier of X? 
, -yes 1 
-no 2 
-other answers_____ 
29a. Are you often looking for new suppliers of X? 
-yes 1 
-no 2 
-other answers _._• 
29b. How do you find new suppliers of X? 
• _ _ 
30. Who is responsible for purchases at your company? (Do not 
indicate name of person, but position in company). 
-10- 
31. Are all purchases by your company made through a single office, 
or by each division separately? 
-all purchases made through single office 1 
-each division makes its own purchases 2 
-only 1 division exists in the company 3 
-other answers 
32. Does the price of purchases of X vary considerably according to 
Yes NO 
-quality of product 1 0 
-season of purchase 2 0 
-kind of supplier 3 0 
-payment terms 4 0 
-other factors 
33. In general do you accept a price proposed by a supplier, or do 
you try to obtain a better one? 
-we accept suppliers' price 1 
-we try to obtain a better price 2 
-other answers 
34. When you buy, do you ask for an estimate from more than one 
supplier? 
-one supplier only 1 
-several suppliers 2 
-other answers 
-11- 
34b. How many estimates are normally requested? 
-. estimates 
-not known X 
-other answers 
35a. Do you buy on credit? 
-always 1 
-often 2 
-sometimes 3 
-never 4 
-other answers 
35b. What are the normal payment terms extended by the supplier? 
36. When prices are lower, are purchases increased to provide stocks 
for use when* prices are higher? 
-often 1 
-sometimes 2 
-rarely 3 
-never 4 
-not known 5 
-other answers 
-12- 
The following questions concern sales of all products of the company. 
. 
38. Which of these activities is the most important from your point 
of view. Which comes second and third? 
. 
-to buy well 1st 2nd 3rd 
-to produce well 1st 2nd 3rd 
-to sell well 1st 2nd 3rd 
Remarks 
39. Where are the majority of your customers located? 
-in this commune 1 
-in this province 2 
-in this region 3 
-in the whole country 4 
-abroad 5 
-other answers 
40a. Does your company use the same channels of distribution and 
similar sales methods as those of competitors? 
-yes 1 
-no 2 
40b. What are the main differences between your company and your 
closest competitors? 
-13- 
43a. How are negotiations usually begun with your customers? 
I 
-do your salesmen visit customers 1 
-do your agents visit customers 2 
-do customers contact you 3 
-in other ways? how? 
43b. Do you follow a program of regular visits? 
-Yes 1 Other_ 
-No 2 
44a. Do factors exist which limit your sales to a single area (trans¬ 
port problems, perishability of product, exclusive rights etc.) 
-Yes 1 
-No 2 
-Other answers 
(If yes) 
44b. What factors? 
45. How many salesmen are there currently in this company? 
» 
-...salesmen 
-Other answers _ 
-14- 
46. Do your salesmen handle only your company's products or also 
other companies' products? 
-all salesmen work only for us • 1 
-some salesmen work only for us, some work for 
other companies 2 
-all salesmen also work for other companies 3 
-other answers 
47. Who is responsible for the sales organization? Give position, or 
title of person responsible. 
other answers 
48a. How are salesmen compensated? 
-salary 1 
-commission 2 
-salary & commission 3 
Remarks 
49a. Thinking of the majority of your salesmen before working with 
you, did they 
-have other work in your company 1 
-have experience of selling these products in other 
companies _ _ ; __ 2 
» -have experience of selling other products in other 
companies 3 
-have no experience of other work (because too young) 4 
-have other experience. What? 
-15- 
49b. What educational background do your salesmen normally have? 
-elementary school 1 
-junior high school 2 
-senior high school 3 
-university or college 4 
-other answers 
50a. Does your company collect information systematically on the 
wants and needs of customers? 
t 
-yes 1 
-no 2 
50b. How do you_collect information on customersLwants? 
52a. Has your firm undertaken market research? 
-yes 1 
-no 2 
-other answers 
52b. What kind of market research? 
-16- 
52c. By whom was this research done? By your personnel, or with 
the help of a consultant or through a market research agency? 
-by company personnel 1 
-with help of consultant or market 
" research agency 2 
-other answers 
55. What was the last new product introduced by the firm onto the 
market? In what year was this product introduced? 
a -new product___ 
b -year of introduction..... 
56. On what considerations do you base your decisions to put a new 
product on the market? 
57. Do you think advertising could be useful in this field to 
increase sales? 
-yes 1 
-no 2 
-other answers 
58a. In the last year have you done any advertising? 
-yes 1 
-no 2 
-17- 
58b. What percentage of your total sales figure is spent on 
advertising your Italian products? 
-advertising expenses are.% of sales price 
-other answers 
58c. What advertising media have your company used in the last year? 
Yes No 
-newspapers & journals 1 0 
-special publications 2 0 
-cinema 3 0 
-radio .4 0 
-television 5 0 
-other answers 
60. Do you help your customers (wholesalers, retailers) with 
-contests for consumers 1 
-displays at point of sale 2 
-contests, prizes for salesmen 3 
-payment of local publicity 4 
-suppliers of advertising material 5 
-other answers 
Remarks 
% 
-18- 
61a. Do you give credit to 
j • Yes No 
-wholesaler 1 o 
-retailer 
-other answers 
If firm does not give credit go on to question 68. 
61b. How many customers buy on credit? 
-only a few 1 
-about half 2 
-about all 3 
-other answers 
62a. Do you tie your customers to you through credit concessions? 
-yes 1 
-no 2 
-other answers 
62b. In wha way? 
63. .What terms of payment are offered to your customers? 
-19- ' 
65. For a firm like yours would you say that extension of credit 
to retailers and 1 wholesalers is 
Retailer Wholesaler 
-necessary 1 1 
-very important 2 2 
-important 3 3 
-fairly important 4 4 
-unimportant 5 5 
-other answers 
i 
66a. Do you use credit as a sales argument with your customer? 
66b. Do your customers live up to terms of credit accorded? 
-yes 1 Other_ 
-no 2 
TO ALL 
68a. Who generally takes charge of transporting the product to your 
customers? 
the company, with its own means of transport 1 
the company, through a transport company 2 
the customer, with its own means of transport 3 
the customer, through a transport company 4 
68b. Are transport expanses included in the purchase price or are 
they paid separately by your customers? 
Costs of transport 
-are included in price 1 
* -are paid separately by customer 2 
-other answers 
-20- 
71a. Does your company provide any special services for customers 
(technical services, advertising) which competition does not? 
-yes 1 
-no 2 
-other answers 
71b. What special services are provided? 
72. In sales of (0) 
-do fixed prices and discounts exist, equal to all 1 
-are prices and discounts decided individually 2 
-other answers 
73a. Do you suggest to customers a sales price for your products? 
-yes 1 
-no 2 
-other answers 
73b. What happens j^f retailers do not apply your suggested price? 
-21- 
74. ' Do customers accept your prices or do they try to obtain a 
discount? 
they try to obtain a discount: 
-always or almost always 
-often or sometimes 
-never or almost never 
-other answers 
75. On what basis do you decide your sales price? 
we decide on basis of 
-production costs 1 
-price to consumers 2 
-on what customers seem willing to pay 3 
-government regulation 4 
-other answers 
1 
2 
3 
76. Do you give discounts to customers based on 
Yes No 
-quantity of single order 1 0 
-quantity purchased in a certain.period 2 0 
-season .. ‘ 3 0 
-type of client 40 
other factors 
78. How much is the average profit margin on Italian products 
* calculated in %. 
-cost of production ........ % 
-manufacturers' sales price  % 
-consumer price . ... . % 
Remarks 
-22- 
80. Is your assortment (No. of items) tending to increase or 
decrease currently? 
-increase 1 
-decrease 2 
-remain constant 3 
-other answers 
81. Do you foresee specializing in some product eliminating 
others from your assortment? 
-yes 1 
-no 2 
-other answers 
82. Are some people or some part of your firm occupied in studying 
new products? 
83a. What products are currently produced by your company? 
(Make a detailed list of products) 
84. How is the quality of your production controlled? 
-23- 
85. A company like this, is exposed to many risks for example, 
loss of credit supply, sudden changes in price, labor conflicts. 
What are the most serious risks for this company, what causes 
the chief worry? 
+ 
86. According to you, when does responsibility of a manufacturer 
for his product end? 
Responsibility ends when 
-product leaves the establishment or that of 
an affiliate 1 
product leaves the wholesaler 2 
the consumer acquires it 3 
the consumer is satisfied 4 
-other answers 
87a. Do you think in the next 4-5 years, sales in this company will 
increase, decline, or remain same? 
-increase 1 
-remain same 2 
-decline 3 
87b. Why do you think that? (Reply to 87a) 
89a. Do you consider that in this industry, wholesalers are necessary 
for the distribution of the product? 
-yes 1 
-no 2 
-other answers _. . _ • 
-24- 
89b. Do you think the distribution of (0) could be significantly 
improved? 
« 
-yes 1 
-no 2 
-other answers - - - . 
89c. If so, what aspect of distribution could be improved? 
-cost 1 
-service 2 
-efficiency 3 
-other answers 
90. Do you think that this company could compete better or worse, 
if it could avoid selling through wholesalers? 
-better 1 
-worse 2 
-do not sell with with wholesalers 3 
-other answers ’ - 
92a. Do you have the impression there is much competition in your 
industry? 
-much competition 1 
-normal competition 2 
-little competition 3 
-other answers 
92b. Do you have the impression that in your industry competition 
-has increased? 1 
-is stable? 2 
-has decreased? 3 
-other answers 
95a. Does the firm offer to its employees any particular advantages, 
which are not provided in the collective contract? 
-yes 1 
-no 2 
-other answers 
95b. What advantages are offered (other than eventual increase of 
salary) 
96a. Does the company participate financially in distributive companies; 
-yes 1 
-no 2 
-other answers 
36b. What kind of participation? 
-26- 
97a. According to you, does a producer of (0) have a greater advan¬ 
tage in trying to reach an agreement with a competitor, other 
than competing fiercely with all companies in the section? 
one has greater advantage 
-in cooperating with competition 1 
-in competing fiercely 2 
-other answers 
97b. In sales of (0) who has the strongest position? 
-producer 1 
-wholesaler 2 
-retailer 3 
-other answers 
98a. Do government regulations have an important influence on the 
operation of your firm? 
-yes 1 
-no 2 
98c.' If so, in what respect? 
(Only if the interviewee is the owner of the company) 
% 
99a. Do you think a member of your family would take 
when you retire? 
4 
-yes 1 
-no 2 
-other answers 
-27- 
on your position 
• - - 
LOO. What at this mcne 
res: serious verrv 
is the most important problem and the 
for companies in this industry? 
101. In which of the following classes of annual sales volume could 
this company be placed? 
-less than 1,600 1 
- 16,000 - 80,000 2 
- 80,000 -160,000 3 
-160,000 -220,000 4 
-220,000 -640,000 5 
- 640,000 
- 960,000 
-1,600,000 
-over 2,200,000 
-not known 
960,000 
1,600,000 
2,200,000 
-reply of interviewee 1 
-interviewer's estimate 2 
Information on person interviewed and company visited. 
A. Name of interviewee 
B. Interviewee is 
% 
-owner, partner, or member of family 1 
-employee 2 
What exactly are the tasks & functions of the interviewee? 
Age of interviewee. 
-less than 25 1 
-25 - 34 2 
-35 - 54 3 
54 - 64 4 
65-74 5 
75 & over 6 
List of products sold by company. 
General information on company. Characteristics of establishment 
and office - total surface area. 
APPENDIX II 
% 
! 
WHOLESALER QUESTIONNAIRE 
Interviewer No.,0 
Interview No,.... 
Community 
Date of Interview 
Product Considered 
Name & Address of Firm Interviewed 
1. When was the firm established? 
-in,. -don't know X 
2. Is this a one-man business firm or a company? 
(In case of a company): What form? 
-one man company * 
-general partnership 
-limited partnership 
-partnership v/ith limited responsibility 
-joint stock 
-cooperative 
-individual firm 
1 
2 
3 
4 
5 
6 
7 
/ 
other answer _ 
3. Since how long has the firm belonged to the present owner or 
his family (in case of/ joint ownership, to the group presently 
controlling the company)? 
^ -since the establishment of the firm X 
-since (year).. 
-no information 0 
4. How many persons work in the firm, in this location, full time 
or part time, considering the owner and his immediate family, 
as well as other relatives, separately from other employees? 
-No,.family & relatives (including owner) 
-full time. 
-part time. 
-No.other employees of which: 
-full time. 
-part time. 
5. Has the company one or more establishments (office and 
warehouse)? 
-only one place of business 1 
-No. of places of business. 
-other answer 
6. Has the company undergone any important changes since it was 
established with respect to: a) type of products sold, b) type 
of activity? Which were the most important changes? 
-no change with respect to activity or products X 
- a. these are the changes in activity:_ 
- b. these are the changes with respect to products: 
— — ■■■ . ■ ■ - 
-c. other answers_ 
-2- 
(Only for individual firms) 
7. Since the age of 21, has the owner of the firm been working 
only within this industry, or has he also had other occupa¬ 
tions outside the industry? 
(If yes) For other occupations, consider only the most 
important ones. 
-always in this type of activity X 
-also other activities, which?_ 
8. Does the firm belong, partly or fully, to a 
-manufacturer 1 
-wholesaler 2 
-retailer 3 
-consumer cooperative 4 
-government (state or local) company 5 
or organization 
-does not belong to any other company X 
9. Has the company any form of affiliation (collaboration) with: 
-group(s) of retailers 1 
-voluntary chain (s) 2 
-manufacturer(s) 3 
-other wholesaler(s) 4 
-no form of association .X 
-other form of affiliation _ 
For the following questions, please consider only your sales of 
( )-(product in question) 
10. During the last year, approximately to how many customers 
(retailers, wholesalers, consumers, etc.) have you sold this 
product? 
-No. of customers.(approx.) -don't know X 
m ^ * 
-other answer___ 
-3- 
lia Po you sell also to individual consumers? 
-Yes 1 (question lib) 
-So > 2 (question 13) 
-other answer 
lib In relation to your total sales do vour sales to individual 
consumers represent: 
% *• 
-a very small, almost nec lie able part? 1 
-a small, not very important part? 2 
-a rather important part? > %t 3 
-a very important part? ' s' 4 
-other answers 
13. How often do your regular customers buy from you? 
-almost every day 
-every. day 
-every.week 
-every. month 
-other answer 
14. How many individual items do your customers purchase each 
t ime ? 
Please make a distinction between retailers and individual 
consumers. 
Quantity purchased and measurement unit 
-retailers ___ 
-consumers __ 
Observations 
-4- 
15a Please consider your own purchases of (°). Do you buy mainly 
from one source or frequently from different sources? 
-one source 0 
-several sources 1 
-other answer 
15b How many regular suppliers of (°) do you have? 
-No, of regular suppliers. 
-other answer 
15c What is your main reason for buying regularly from these 
suppliers and not from others? Is it because: 
-the price is more advantageous? 1 
-the quality is higher? 2 
-delivery is quicker? 3 
-payment conditions are more advantageous4 
-other answer 
16. During the last six months, with how many suppliers have you 
placed at least one order for (°) ? - \ * 
-.suppliers during the last six months 
-other answers 
17a Do you often change suppliers of 
-Yes 1 
-No 2 
-other answer 
17b Why? (answer to question 17b) 
18. Please consider your most important supplier of (°). How 
- long have you approximately been dealing with him? 
. -since.months 
-since.years 
/ -don't remember X 
-other answer________ 
. ; u* . r ' 
19. ‘ Do you usually buy 
-direct from manufacturers? 1 
-from wholesalers (carrying inventory)? 2 
-from agents, brokers (not carrying inventory)? 3 
-other answers_ 
20. Have any of your main suppliers any particular relations to 
the firm (ownership, family relation with owner, etc.)? 
(If yes): What relationship? 
-No 0 
-Yes 1 (What relationship)_ 
-other answer 
22. Do your suppliers keep their promised time of delivery? 
-always or almost always 1 
-sometimes 2 
-never or almost never 3 
-other answer __ 
-6- 
23. When you purchase (°): 
a. do your suppliers take the initiative by contacting 
you (visit, telephone call, letter) 1 
b. do you take the initiative by contacting the supplier? 2 
' T % — 
-other answer 
24. Where do you usually negotiate with your supplier? 
-at your place of business 1 
-at his place of business 2 
-other answer_ 
25. How often do you meet with your supplier of (°)? 
-every day or almost every day 1 
- .times a week (approx.) 2 
- times a month (approx.) 3 
-once every . month 4 
-other ansv/er _ 
(In case the supplier visits the wholesaler at least occasionally) 
26. Please consider only your most important supplier of (°). 
How often does a representative from his firm visit you 
(take into account also visits not leading to an order). 
-every day (or almost) 1 
- .times a week (approx.) 
- times a month (approx.) 
-other ansv/ers 
-7- 
27a 
2 7b 
28. 
29. 
Do you often receive visits from new suppliers? 
-yes, very often 1 
-yes, often 2 
-yes, sometimes 3 
-no, never (question 28) 4 
• .* -V • 
-other answer 
How many new suppliers of (°) have visited you during the 
last month? • ...V. . ■ „• V . '% ' ’ •7 
. • • V. . 
• . V . 
-.. new suppliers 
-other ‘answer ' ’■'&_‘ •:"y; _ 
? . ■# ...... 
What is the title of the person in your firm who is respon¬ 
sible for deciding what and how much to buy of (°) ? 
Does the purchase price for (°) sometimes vary 
other wholesalers in this area in relation to: 
Yes 
-the quantity bought each time? 1 
-the quantity bought over a certain 2 
period of time? 
-season? * 3 
-type of supplier (manufacturer, 4 
wholesaler)? 
-type of wholesaler (different prices 5 
to different customers)? 
-payment conditions? • 6 
for you and 
No 
0 
0 
0 
0 
0 
0 
-other answer 
30, Are these price variations important or rather modest? 
. -important 1 
-rather modest 2 
-other answer___ 
31. Do you usually accept the price offered to you or do you 
try to obtain a better one? 
“» *• 
-accept the price proposed 1 
-try to obtain a lower price or a 
discount 2 
-other answer_______ 
32. Do you enjoy any special privilege from your supplier, such 
as : 
-exclusive franchise for the area? 1 
-advertising and promotional aid? 2 
-no privilege at all? X 
-other answer_____—- 
33a When did you last buy from your supplier, and howmuch did 
you buy? 
-last purchase was . days ago, 
—quantity bought or vailue of order_ 
33b Why did you determine to buy just that quantity and not more 
or less than last time you bought? 
-9- 
34a How many (much) of (°) do you have in stock just now? 
At the time of the interview, the wholesaler had: 
Unit of Measurement 
34b How many days, weeks, or months do you think your inventory 
would last without renewal? 
-present inventory corresponds to, 
.months) of sale. 
-other answer 
days (.weeks, 
' i ' 
K'.-i- 
35a 
. m + 
Are there seasons Vf the year when the purchase price is 
lower and others when it is higher—in other words, does 
the price vary by season? 
-Yes, it varies 1 
-No, price is constant 2 —* 
35b 
(If yes) V 
. »* "• * 
Do you think that wholesalers in this area try to buy 
especially heavily when the price is low? 
-Yes 
-No 
1 
2 
-other answer 
. 36. Do you think your suppliers of (°) usually are honest in 
dealing with you? 4:;.' 
-Yes 
-No 
• • 
. • / * • 
1 
2 
-other answer 
38. What improvements would you like your suppliers of (°) to 
make to serve you better? 
39. How do you get in contact with your customers, and how do 
you get your orders? 
-your salesmen contact the customers 1 
-customers contact you on their own 2 
initiative? 
-orders are obtained by other wholesalers, 3 
agents,or brokers who in their turn 
get their supply from you? 
i ‘ • . . . . _ . , **■ 
' ~ • »v. • * 
-other ways, which? (describe in detail)_ 
40. Do your customers for (°) often try to by-pass you in order 
to buy direct from the manufacturer? 
-Yes, often 1 
-No 2 
-other answer 
-1- 
41a Where is the majority of your customers located? 
-in this community 1 
-in this province 2 
-in this region 3 
-all over the country 4 
-other answer _ 
-11- 
42. Do you sell via agents? 
-often 1 
-sometimes 2 
-other answer 
-seldom 3 
-never 4 
43a Do you sell (°) 
Yes No 
-under a manufacturer's brand name? 1 0 
-under your own brand name? 2 0 
-unbranded 3 0 
-other answer 
» (If the firm sells under its own brand name) 
43b Since how many years have you sold under your own brand name? 
-since . years -don't remember X 
-other answer 
43c Why did you develop your own brand? 
43d Who manufacturers (packs) the product sold under your own 
brand name? 
-a manufacturer -1 
-a voluntary chain * 2 
-you yourself 3 . 
-other answer 
-12- 
43e Of 100 items of (°) sold, of all brands, what percent does 
your own brand represent? 
-less than 10% 1 
-10-29% 2 
-30-49% 3 
-50-69% 4 
-70% or more 5 
-other answer 
44. What is the proportion between branded and unbranded items 
of (°) you sell? 
-branded.percent 
-unbranded...percent 
v — 
100 percent 
-observations 
45. Do your suppliers of (°) use a fixed discount scale, or are 
discounts decided from case to case during negotiations? 
-fixed discounts - equal to everybody 1 
-discounts decided from case to case 2 
-other answers 
46a Who decided (usually) the 
product? 
-the manufacturer 1 
-the wholesaler 2 
-the retailer 3 
-observations 
sales price to consumers for this 
(question 46b) 
(question 46b) 
(question 47) 
-13- 
46b What do you do if a retailer doesn't follow the prices 
recommended by you or the manufacturer? 
a) if the retailer charges prices above those recommended: 
b) if the retailer charges prices lov/er 
47. Do your customers for (°) accept your prices, or do they try 
to obtain a discount? 
Try to get a discount: 
-always or almost always 1 
-sometimes 2 
-never or almost never 3 
-other ansv/er 
48. On what basis does a wholesaler normally decide his selling 
price to retailers? 
The wholesaler decides on the basis of: 
-his purchase price 1 
-the present market price 2 
-what the retailer is prepared to pay 3 
-manufacturers fixed retail price 4 
-government decree 5 
-other elements, which? 
-14- 
4 9a Does the price per unit to retailers vary according to: 
Yes No 
-size of order? 1 0 
-items purchased during a certain 2 0 
period 
-season? 3 0 
-type of retailer? 4 0 
other elements, which? 
49b Do wholesalers have a fixed scale of discounts to retailers 
(in relation to quantity, season, etc.), or are the prices 
that retailers can obtain decided from case to case? 
-fixed discounts equal for everyone 1 
-discounts decided from case to case 2 
-other answers 
(If answer 1) 
49c Ho*// high a discount do you grant your customers? 
50a What is the average gross margin on sales from wholesaler 
to retailer? 
The wholesaler*e gross margin is: 
♦ 
- .percent of purchase price paid by the wholesaler 
- .percent of sales price to retailer 
- percent of consumer price 
-other answer _ ____ 
f 
-15- 
50b Is the margin the same for all types and all brands of (o)? 
-Yes, the same 1 
-No, different 2 
-other answer 
51a Who handles transportation to your warehouse of (°) ? 
-the supplier with his own means of transportation 1 
-the supplier with the aid of a professional 2 
transporter 
-the interviewee v/ith his ov/n means of transportation 3 
-the interviewee v/ith the aid of a professional 4 
transporter 
-other answer 
51b What means of transportation are generally used for getting 
(°) to your v/arehouse? 
-truck 1 
-railv/ay 2 
-other means _•__ 
52. Are transportation costs usually included in your purchase 
price, or are they paid separately? 
-included in price 1 
-separate 2 
-other answer __-_;_ 
-16- 
53a Is your inventory of (°) kept in one or more warehouses? 
-only one warehouse 1 (question 54) 
-several warehouses 2 (question 53b) 
-other answer 
53b How far apart are the two most distant warehouses? 
, -approx.kilometers 
54. Do you own or rent your warehouse(s)? 
-own 1 
-rent 2 
-other answer 
55. How many persons do you employ in your warehouse? 
-. persons 
-other answer 
56. Do you allow your customers to come into the warehouse to 
select and collect their own merchandise? 
-yes, always or almost always 1 
-yes, often 2 
-yes, sometimes 3 
-never 4 
-other ansv/er 
-17- 
57a How many different types, models, etc., do you have of 
(°) in your warehouse? 
-.items (brands and types) 
-other answer 
57b Has your number of different items (types, etc.) of (°) 
increased or decreased during the last year (s)? 
r • 
-increased 1 
-decreased 2 
-no change 3 
-other answer 
59a Are you interested 
-yes 
-no 
-observations 
in new suppliers of (°)? 
1 (question 59b) 
2 (question 60) 
59b Why are you interested in having new suppliers? 
59c Do you actively seek new suppliers? What do you do? 
-no 0 
-yes (describe)_ 
-18- 
60. Have you, during the last year, visited the Milano Fair or 
any other fair -in order to find new suppliers or new items 
to sell: 
-yes 1 
-no 2 
other answer 
61a Do your suppliers have a tendency to by-pass you, selling 
direct to your retail customers? 
-yes 1 (question 61b) 
-no 2 (question 62a) 
other answer 
(If "yes” to question 61a) 
61b Do you do anything to avoid the suppliers (manufacturers) 
selling directly to your customers? 
-yes 1 (question 61c) 
-no 2 (question 62a) 
-other answer 
61c V/hat, specifically, do you do in such a case? 
5 
-19- 
The following questions concern the firm's total activity, not 
only product (°) . 
I 
62a Do you buy on credit? 
-always or almost always 
-not always, but often 
-sometimes 
-never 
-other answer 
(If the firm buys on credit) 
62b For which products and in what cases do you pay on delivery? 
1 
2 
3 
4 (question 63) 
62c What payment conditions are most frequently practiced by 
your suppliers? 
63. What do you think is most important for a wholesaler? 
-to buy well 1 others: 
-to sell well 2 
-observations 
64a How many of the firms buying from you would you call your 
regular customers? 
•almost all 
•about one-half 
■only a few 
•none 
1 (question 64b) 
2 (question 64b) 
3 (question 64b) 
4 (question 65) 
-20- 
64b Why do you think these regular customers prefer to buy from 
you and not from somebody else? 
(Motives for preference) 
-price 1 
-service 2 
-quality 3 
-credit 4 
-nearby location 5 
-other reasons 
i —————— 
65. Would you say that your customers are: 
-large firms 1 
-small firms 2 
-medium-sized firms 3 
-other answer 
67a Do some of your retail customers also act as (sub) wholesalers, 
selling to other retailers? 
-yes 1 
-no 2 (question 68) 
-other answer 
67b Why do you think these retailers also act as wholesalers? 
68. How many salesmen do you employ? 
-. salesmen 
-observation 
-21- 
69a Are your salesmen handling only your products or also products 
from other.firms? 
-all salesmen work only for us 1 
-some salesmen work both for us and others 2 
-all salesmen work both for us and others 3 
-other answer 
69b How do you compensate your salesmen? 
1 
2 
3 
observations 
-fixed salary 
-commission 
-fixed salary and commission 
(Only in case the firm has more than 10 salesmen) 
70a Thinking of the majority of your salesmen, before working with 
you did they: 
-work in other capacity in your firm? 1 
-sell the same type of products for another firm? 2 
-sell other products for other firms? 3 
-had no other occupation (were, for instance, 4 
too young)? 
-had some other experience, which?_ 
71a Is your firm engaged in any form of association or cooperation 
with retailers or other wholesalers? 
-yes 1 (question 71b) 
-no 2 (question 72) 
-other answer 
-22- 
71b What type of cooperation or association? 
i 
71c How did this group develop and how is it organized? 
72. Do you call on your customers according to a regular pre¬ 
prepared time plan? 
t • 
-yes 1 
-no 2 
■other answer 
73a Do you systematically collect information on your consumers' 
wants or demands? 
-yes 1 (question 73b) 
-no 0 (question 74a) 
-other answer 
73b In what v/ay do you collect information concerning your 
customers' v/ants? 
74a Has your company conducted any market research? 
-yes 
-no 
1 (question 74b) 
0 (question 77a) 
74b What type of market research? 
74c By whom was the market research carried out? By your own 
personnel or with the aid of professional consultants? 
-with own personnel 1 
-with the aid of professional consultants 2 
-other answer 
77a Do you do anything particular to find new customers? 
•jm 
-yes 1 -other__ 
-no 2 
77b What do you do to find new clients? 
78. Do you think advertising is useful for a wholesaler? 
-yes 1 -other__  
-no 2 
79a During the last year, have'you advertised? 
% 
-yes 1 (question 79b) 
-no 2 (question 79c) 
-other answer 
-24- 
79b 
80. 
81a 
81b 
82. 
For which products have you advertised? Which advertising 
media have you used? 
Would you consider, that trade fairs and exhibitions (such as 
the Milano Fair) would be useful in finding new customers? 
-yes 1 
-no 0 
-other answer 
Do you assist your customers by supplying them with material 
or fund to: 
1 
2 
3 
0 
observations 
-sell with premiums, competition, gifts? 
-point of sales material? 
-funds for advertising? 
-no aid at all? 
Was this material furnished through your initiative or through 
a manufacturer's initiative? 
-through wholesaler's initiative 1 
-through manufacturer's initiative 2 
-other answer _. 
Do you extend credit to: 
Yes No 
-consumers 1 0 
-retailers 2 0 
-other answer 
-25- 
83. How many customers buy on credit? 
-only a few 
-about one-half 
-almost all 
-other answer 
1 
2 
3 
84a Do you tie customers to you through credit concessions? 
-yes 1 
-no - 2 
-other answer 
84b In what way? 
85. What credit conditions are you extending to your customers? 
87. Would you say that extending credit for a company like yours is: 
-necessary, indespensible 1 
-very important 2 
-important 3 
-not too important 4 
-without importance __ 5 
-other answer 
-26- 
88a Do you use credit as a sales argument to your customers? 
-yes -1 . . ; 
-no 2 
-other answer 
89. Do your customers usually live up to their credit obligations? 
* ,• 
-yes 1 
-no 2 
-other answer 
91a Who is in charge of transportation of your products to your 
customers? 
-you yourself with your own means of transportation? 1 
-you yourself with the aid of a professional transporter? 2 
-the retailer with his own means of transportation? 3 
-the retailer with the aid of a professional transporter? 4 
-other answer 
91b Are transportation costs included in your price, or do your 
customers pay separately for them? 
Transportation costs are: 
-paid separate by customer 1 
-included in sales price 2 
-other answer _ '__ 
-27- 
94a Do you supply any special service to your customers (such as 
technical assistance, advertising, etc.) that your competitors 
do not supply? 
-yes 1 . 
-no 2 
-other answer • • 
94b What specific service (s) do you supply? 
95. In your company, do the number 
or decrease? 
-increase 1 
-decrease 2 
-remain constant 3 
-other answer 
of items handled tend to increase 
97. Is- your merchandise in inventory insured against theft, fire, 
and other risks? 
Merchandise is insured 
-theft 
-fire 
-other risks, such as 
-not insured X 
99a A company like yours is exposed to many risks (other than fire 
and theft, etc.), for instance, loss of your credit supply, 
price fluctuations, etc. Which do you consider the most serious 
risk, giving you the most headaches? 
against 
1 
2 
-28- 
102a Do you think that in 4-5 years your sales will have in¬ 
creased, decreased, or remained the same as now? 
-increased 1 
-remained the same 2 
-decreased 3 
-other answer 
102b Why do you think.? (repeat reply to question 
102a) 
102c.1 Do you foresee, in the next 4-5 years, any important 
modifications in your physical set up, such as enlarge- 
ment, renovation, or move to another building? 
-yes * 1 
-no 2 
-another answer 
102c.2 Where are you going to find the funds necessary to move 
or change your physical facilities? Are you going to use 
your own funds, funds from a bank, funds from other indiv¬ 
idual persons, or funds from another business firm? 
-own funds 1 
-bank 2 
-individual person 3 
-other business firm 4 
% 
-other answer 
104a If you had your choice between being a manufacturer or a 
wholesaler, making the same income, what would you prefer? 
-a manufacturer 1 
-a wholesaler 2 
-another answer 
104b If you had your choice between being a retailer or a whole¬ 
saler, making the same income, what would you prefer? 
-a retailer 1 
% 
-a wholesaler 2 
-another ansv/er 
105a Are you affiliated v/ith a trade association? 
-yes 1 
-no 2 (question 106) 
-observations 
105b Which trade association (s) (name and address) 
f . - 
-name: 
-address: 
-other answer _:_ 
106. Are you active in any: 
,' Yes No 
-sports association 1 0 
-recreation or cultural association 2 0 
-religious association 3 0 
-political party 4 0 
-other association _ 
-30- 
107. 
108a 
108b 
109a 
109b 
Has the company invested any funds in manufacturing or 
retailing operations? 
Yes No 
-in manufacturing 1 o 
-in retailing 2-0 
-other answer 
Who is responsible for bookkeeping and administration in the 
firm? The owner or somebody else? 
-owner ^ 
-relatives of owner 2 
-other full-time employees 3 
-other part-time employees 4 
-other answer _ _ 
What does your bookkeeping consist of? Only cash payments, 
or also other things (purchase, sale, bank accounts, etc.) 
-only cash payments 1 
-also other transactions, such as 
Do you also handle imported products? 
“Yes 1 (question 109b) 
~no 2 (question 110) 
Who imports these products to Italy? 
-you yourself' i 
-an Italian importer 2 
-a foreign agent 3 
< , 
-other answer 
-31- 
110. Would you say that for you it would be more advantageous 
to compete vigorously with your competitors, or seek an 
agreement with them? 
i 
It is more advantageous to: 
• -seek an agreement 1 
-compete vigorously 2 
-other answer 
111. In sales of (°), who do you consider to have the strongest 
' position? 
-the manufacturer 1 
-the wholesaler 2 
-the retailer 3 
-other ansv/er 
(Only if owner is interviewed) 
113a Do you expect a member of your family to succeed you one 
day in the firm? 
-yes 1 
-no 2 
/ 
-other answer 
(If no on question 113a) 
113b Why?_ 
-32- 
114. Which, right now, is the most important problem and the 
most serious worry for companies in this industry? 
115. In which class, with respect to sales volume, would this 
company fall? 
-less than $16,000 1 -$640,000 - $960,000 6 
-$16,000 - $80,000 2 -$960,000 - $1,600,000 7 
-$80,000 - $160,000 3 -$1,600,000 - $3,200,000 8 
-$160,000 - $320,000 4 -over $3,200,000 9 
-$320,000 - $640,000 5 -no information 0 
116 answered by interviewer 1 
115 answered by interviewee 2 
Observations: 
-33- 
INFORMATION ON INTERVIEWEE AND COMPANY VISITED 
A. Name of interviewee: 
B. Interviewee is: 
-owner, partner, family member 1 
-employee 2 
-other person_ 
C. What are the tasks and functions performed by the interviewee? 
v 
Age of 
-under 
-25-34 
-35-54 
/ 
t 
4 
( 
-55-64 
-65-74 
-75 and over 
4 
5 
6 
E. List of products sold by this firm: 
* 
• \ 
F. General information on firm. Characteristics of place of 
business and office. Total area, etc: 
/ 
-34- 
APPENDIX III 
RETAILER QUESTIONNAIRE 
Interviewer No... 
Interview No. 
Community. 
Date of Interview 
Product Considered 
Name & Address of Firm Interviewed 
t * 
1. When was the company founded? 
-in. -don’t know x 
2. Is this a one-man business firm or a company? 
(In case of a company): What form? . 
-one-man company 1 
-general partnership 2 
-limited partnership 3 
-partnership v/ith limited responsibility4 
-joint stock “ 5 
-cooperative 6 
-individual firm 7 
other answer 
3. How long has the company belonged to the present owner, his 
family, or group currently controlling the company? 
-since the founding X 
-since (year) 
-not recorded 0 
4. How many people are currently working for the company, full 
time or part time, considering the owner and his immediate 
family, as well as other relatives, separately from other 
employees? 
-No.family & relatives (including owner) 
-full time. 
-part time. 
-No.other employees of which: 
-full time.. 
, -part time. 
5. Has the company one single retail outlet, or more than one? 
a single retail outlet 
.retail outlets 
1 
2 
6. Since the founding of the company, have there been any im¬ 
portant changes a) in the kind of product sold, b) in the 
type of activity? Which were the most important changes? 
-no change with respect to activity or products X 
- a. these are the changes in activity:_ 
- b. these are the changes with respect to products: 
(Only for a one-man business) 
7. Since he was 21 years old, has the owner of the firm been 
working only within this industry, or has he also had other 
occupations outside the industry? 
• (If yes) For other occupations, consider only the most im- 
- portant ones. 
-always in this type of activity X 
-also other activities, which?__ 
-2- 
8. Does the company visited belong wholly, or in part, to 
•an industrial company 
■a wholesale company 
•another company for retail sales 
•a consumer cooperative 
■a public company 
1 
2 
3 
4 
5 
-does not belong to another company 
9. The company is affiliated with: 
-a retail buying group (without wholesalers) 
-a voluntary chain (with wholesalers) 
-an industrial company 
-a wholesale company 
-other form of association 
1 
2 
3 
4 
-no form of association 
(Questions 10 and 11 fill in at end of interview.) 
10a Can the retail outlet be classified in one of the following 
categories? 
-a department store 
(with 2 or more departments) 
-a discount house 
•a mail-order house 
-a unit price store 
■a supermarket (food) 
-traditional store 
2 
3 
4 
5 
X 
-other type, (with particular characteristics) 
10b Is the retail outlet, at least in part, "self-service." 
(Does the customer select goods himself and pay at the exit)? 
-no 
-yes, wholly self-service 
-yes, partly self-service 
1 
2 
3 
-3- 
(Only for supermarkets) 
^ • 
10c How large is the selling area in this supermarket? 
+ 
-.square meters -not known X 
11. Does the company have: 
-a parmanent retail outlet, open all year 1 
-a permanent retail outlet, with seasonal opening 2 
-a mobile retail outlet (mobile store) 3 
(describe special cases: e.g. permanent retail outlet with 
supplementary activities of mobile vans, kiosks in local 
markets, etc.) 
The next questions concern only sales of the product X. 
12. When customers in this area buy X, what interests them most? 
-price 1 
-quality 2 
-other things (possibility of buying on credit, delivery to 
home, etc.) What?___ 
(Only for non-durable goods) 
13a How often do your regular customers buy this product? 
-every day 0 
-every.day (about) 
-every.v/eek (about) 
-every.month (about) 
-not knov/n X 
-other ansv/er ___ 
-4- 
13b How much or how many of X does a customer buy at one time, 
when he comes to make a purchase? 
-unit of measurement -quantity bought 
-other answer 
(To all) 
14a Do you sell X on the market with: 
-brand name of manufacturer 
-brand name of wholesaler 
-brand name of this company 
-without brand, i„e. anonymously 
-other answer 
Yes 
1 
2 
3 
4 
No 
0 
0 
0 
0 
(Questions 14b and 14c concern only products sold under brand 
name of company interviewed) 
14b How long has the company sold under its own brand name? 
-since.. -other 
14c Who puts the brand name on the product? 
-the manufacturing firm 1 
-the wholesaling firm 2 
-this company 3 
(To all) 
15. Do manufacturers and wholesalers impose or recommend retail 
sales prices? 
* * * * * : . U. 
W. , 
-yes 1 • -other_______ 
-no 2 
-5- 
(If "yes” to question 15, answer question 16) 
16, Do retailers in this area usually apply recommended prices, 
or prices lower or higher than the recommended price? 
* • 
-apply recommended price 1 
-apply higher price ______ 2 ' ^ 
-apply lower price ' ' 3 
17. Does the retail sales price in this area vary according to: 
Yes No 
-quantity purchased 1 0 
-season 2 0 
-type of buyer (private consumer, 3 0 
firm, etc.) 
-other factors, which?_ 
18. What is the margin (gross) which retailers of this area 
generally obtain in sales of X? 
f 
-in relation to buying price...% 
-in relation to consumer sales price.% 
-other 
19. In purchases of X, do you purchase the majority from one or 
a few suppliers regularly, or do you change suppliers frequently? 
, * 
-a single supplier 0 
-some permanent suppliers 1 
-change suppliers frequently 2 
-other answer _* 
-6- 
(If answer 0 or 1) 
20a Why do you buy frequently from this supplier (s) and not from 
others? 
(If answer 2) 
20b Why do you change suppliers frequently? 
21a In this last year, how many suppliers havk you had? 
r - 
-1-3 suppliers 1 
-4-6 suppliers 2 
-7-10 suppliers 3 
-more than 10 suppliers 4 
other 
21b • Do you buy most frequently 
-directly from the manufacturer 1 
-through wholesaler (with inventory) 2 
-through agents (without ihventory) 3 
-other 
21c Do one or more of the supplying companies have special ties 
with “this company (co-ownership, family relationship, etc.). 
If yes, what ties? 
-no • 0 what ties____ 
-yes 1 _______ . 
-7- 
I 
This concerns the most important supplier of X/ i.e. the 
company from whom you buy this product very frequently. 
What proportion of your supply did you purchase from this 
company in the last month. 
-less than 10% 1 -31-50% 4 
-10% 2~ - -over 50% 5 
-11-30% . 3 -all or almost all 6 
Why do you buy frequently from this company and not from other 
companies? 
-more advantageous price 1 
-better quality 2 
-speed of delivery 3 
-better payment terms 4 
-other 
Are delivery conditions arranged with suppliers honored? 
1 
2 
3 
-other 
-always or almost always 
-often or sometimes 
-never or almost never 
In you purchase of X: 
a) do suppliers generally initiate the contact (by visiting, 
telephoning, or writing)? 1 
b) or do you generally take the initiative in placing an 
order? 2 
other 
26. How often do you see your suppliers? 
-every day or almost 1 
- .times a week (approx.) 2 
- times a month (approx.) 3 
-once every.months 4 
' *■” m _ ^ ^ w r- . t t 
- - -UVCi JU ' > — V- 
(This concerns only wholesalers and manufacturers from whom you 
buy most frequently) 
27. How often do the salesmen of these suppliers visit your store 
(including visits when you do not place orders)? 
-every day or almost 1 
- .times, a week 2 
- times a month 3 
-other 
28. At present, are you greatly or a little interested in finding 
new suppliers of X? 
-very interested 1 
-fairly interested 2 
-little interested 3 
-not interested 4 
Remarks: 
other 
29a Does the purchase price of X vary for retailers in this 
area according to: 
Yes No 
-quantity bought 1 0 
-season purchased 2 0 
-type of supplier (manufacturer or 30 
wholesaler) 
-type of retailer (large or small firm) 4 0 
-other 
-9- 
(If interviewee indicates changes in prices) 
29b Does the supplier have a set scale of discounts (according 
to quantity purchased or season, etc.), or are discounts 
decided individually for each retailer by negotiation? 
-fixed discounts, same for all 1 
-discounts decided individually 2 
-other 
(Question 30 only concerns non-durable goods) 
30a Do the prices of different suppliers vary considerably from 
one supplier to another? 
-equal or almost 
-little different 
-fairly different 
-very different 
30b Can you give an example of the differences existing in prices 
of different suppliers? 
Supplier Quantity Unit Price 
i;__ ;_' • •_ 
2,   _ 
3. _'_   
4. 
31. In general, do retailers in this area accept prices proposed 
by suppliers, or when placing an order, do they try to obtain 
some discount? 
-accept prices proposed by suppliers 1 
-try to obtain some discount 2 
-other _ 
10- 
32a Do you receive special privileges from one of your suppliers? 
-exclusive sale in this area 1 
-money contribution for local advertising or 2 
special shows 
-no advantages 3 
-other 
32b When was the last purchase of X, and how much of it did you 
buy the last time? 
-last purchase .days, ...months, .weeks ago 
How much was purchased, or what was the value of the purchase? 
-other 
33b Why did you decide , the last time, to buy the amount indica¬ 
ted and not more or less? 
34a How much or how many X do you have at the present time? 
-on day of visit the store had: 
- quantity -unit of measurement 
34b To how many days, weeks, or months does this inventory correspond 
-current inventory corresponds to: 
...... days, . weeks, . months of sale 
0 
-other_____ 
-11- 
35. Does the price vary according to the season? 
-yes, the price varies 1 
-no, the price is constant 2 
(If yes) 
35b Do you think retailers in this area place large orders of 
X in season when the price is low? 
-yes, they place large orders 1 
-no, they do not place large orders 2 
I • 
i 
-other 
36. Do you think that, in general, suppliers deal honestly and 
conscientiously with retailers in this area? 
r* \ 
-yes 1 
-no 2 
-other 
37. What do you think suppliers should do to give your company 
better service, and meet your requirements? 
38a Who generally takes charge of transporting X from the supplier 
to the store? - - - . 
% 
-the supplier, with his own means of transportation 1 
-the supplier, with a transport company ’ 2 
-the interviewee, with his own means of transportation 3 
-the interviewee, with a transport company 4 
' - • 0 
-other ' _ ~ _ 
-12- 
38b What means of transportation is most frequently used to 
transport the product from the manufacturer's store to 
this shop? 
-truck 1 
-railroad 2 
-other means of transportation_ 
other 
I . • 
i ’ 
38c Are costs of transportation included in price of purchase, 
or are they paid separately by the retailer? 
-are paid separately by retailer 
-are included in purchase price 
-are paid in part by retailer and 
in part by supplier 
-other 
1 
2 
3 
The next questions concern all products sold by the retailer, not 
only sales of X. 
42a How often do you receive visits from suppliers? 
■very often 1 
■often 2 
■sometimes 3 
•never or almost never 4 
-other 
(If reply is other than "never" or "almost never") 
42b Do you receive visits from suppliers: 
-every day 1 
-4-5 times a week 2 
-2-3 times a week 3 
-once a week 4 
-1-3 times a month 5 
-less than once a month 6 
-other 
-13- 
43a Do you sometimes buy together with other retailers, e.g. as 
part of a group, association, or co-operative, for purchase 
of some product? 
-yes 1 
-no 2 
(If yes) ' 
43b How is that buying group organized? How many retailers 
belong? (give details) 
43c Who organized this group? You or someone else? 
-the interviewee. 1 
other_ 
«• "l 
Remarks: 
(Only for department owners, supermarkets, or unit price stores) 
44. Who is responsible for buying in your company, i.e. who 
decides which articles should be bought and in what quantities? 
(Indicate only the title and function of person responsible, 
• not his name,) . 
■(To all) 
45. Do you buy on credit: 
-always or almost always 1 
-often 2 
-sometimes 3 
-never or almost never . 4 
-other 
-14- 
(If the interviewee buys on credit sometimes) 
46. How often and for what products do you pay cash on delivery 
or before delivery? 
47. What are the .terms of payment most frequently given by 
your suppliers? 
48. Do you think that for articles handled in this shop it is 
more important for a retailer to try to buy at the most 
advantageous price or to sell with a good margin? 
-to try to buy at the most advantageous price 1 
-to sell with a good margin 2 
-other ___ 
49. Do you know approximately how many customers enter this 
store 
-on a heavy sales day..customers 
-on a normal sales day......customers 
-on a poor sales day..... customers 
other 
-15- 
50. Which day do you have the highest sales? 
-Monday 
-Tuesday 
-Wednesday 
-Thursday 
-Friday- 
-Saturday 
-Sunday 
1 -other 
2 
3 _ 
4 _ 
5 ---— 
6 
7 
51a How many days per week is the store open? 
1 -other_:_ 
2 _ 
3  
4  
5 • 
6 
7 
• 
51b Is the store open on Sunday? If yes, only the morning, or 
also the afternoon? 
On Sunday the store is: 
-closed all day 1 
-open only in the morning - 2 
-open only in the afternoon 3 
-open all day 4 
Remarks: 
-1 day 
-2 days 
-3 day's 
-4 days 
-5 days 
-6 days 
-7 days 
52a Do you sell chiefly to private consumers or also to companie 
hotels, communities, public companies, etc.? 
-only to private consumers 1 . 
-also to hotels, companies, etc. 2 
(If 2) 
52b Apart from private consumers, to whom do you sell directly? 
-16- 
52c What proportion of sales do you make to 
(category indicated in 52b) 
-less than \ of sales 1 
“ h - h of sales 2 
-more than \ 3 
3 * * 
-other 
53a Out of all the people who buy in this store, how many can 
be considered regular customers because they come more 
frequently here when they have to buy X? 
f 
-less than % customers 1 
-about \ 2 - 
-over \ 3 
-other 
53b In what are your regular customers most interested when they 
come to a store to make a purchase? 
-the price of the article and possibility of obtaining 1 
a discount 
-courtesy and service offered by store 2 
-quality of product 2 
-possibility of buying on credit or paying in installments 4 
-other factors, (e.g. location of shop, etc.) ___. 
54a If you had to classify people who buy in this store, would 
you say, in general, these people had a standard—of- living 
% v 
-higher than customers of other stores 1 
-similar to customers of other stores 2 
-lower than customers of other stores 3 
m 
-other ___ 
54b 
1 
2 
Do the majority of your customers live 
-very near the store 
-not near the store, but in another 
part of the same community 
-in another community 3 
-other 
63a In this last year, have you done any advertising in newspaper 
with exhibitions, in cinema, or other ways? 
-yes 
-no 
63b What kind of advertising have you done? 
63c Do you think advertising is essential to increase the number 
of customers and sales? 
-yes 1 -other ___ 
-no 2 __ 
1 -other 
2 
(To all) 
• . ■. . * *' 
65a In this last year, has there been more initiative to increase 
sales apart from special offers and competitions promoted by 
suppliers, e.g. period of special sale, or end of season sale 
special discounts, bonuses, and coupons for customers? 
-yes 1 -other __ 
-no 2_  
65b What initiative has been taken in this last year? 
-to sell, at reduced price, all articles 1 
-to sell, at reduced price, some articles 2 
-bonuses, coupons for customers (excluding drawings) 3 
-competitions with prizes for customers (with drawings) 4 
-other initiative 
67a Are these initiatives (sales at reduced prices, competitions/ etc.) 
undertaken in cooperation with other retailers? 
-yes 1 -other___ 
-no 2 
67b Describe the type of collaboration with other retailers (for 
special sales, prizes, competitions, etc.). 
67c How long has there been this cooperation with other retailers? 
67d Do you think this type of cooperation is useful or not? 
Remarks 
-19- 
(To all) : 
i- 
68a How many of your customers buy on credit? 
only a few 1 
about half 2 
almost all 3 
none - 0 
other 
(If customer buys on credit) 
68b What type of credit do you give? 
-installment credit with bills of exchange 1 
-installment credit without bills of exchange 2 
-open book 3 
-purchases paid in another way, which?_ 
68c Generally, how long is the credit? 
690 If you decided to sell only against cash, would many of your 
customers go to another store where they could buy on credit? 
-yes 
-no 
-don't know 
Remarks 
1 -other 
2 ' 
3 
-20- 
(To all) 
70. Do you sometimes suggest to your customers to buy on credit 
to encourage customers to buy in this store, or do you sell 
on credit only to customers who request it? 
-we suggest to customers to buy on credit 1 
-we sell on credit only on request 2 
-other 
71a Do you deliver articles to the house? 
-yes 1 -other_ 
-no 2 
71b Do customers living in the community pay for delivery service? 
-yes 1 -other_ 
-no 2 
(Only for durable goods - see instructors) 
73a Do you give some kind of guarantee to customers for X bought 
in this store? 
-yes / 1 -other_ 
-no 2 
73b (If yes) What kind of guarantee do you give? 
% 
What others? 
-21- 
(To all) 
74. Do retailers in this area have fixed selling prices, i.e. same 
price for all customers, or do prices vary according to the 
customers (are discounts made to special customers or if 
customers insist)? 
** ‘ *- 4- . x 
-prices are fixed 1 
-prices can vary 2 
-other 
75. Is the sales price shown on: 
-all items displayed 1 
-over half of the items 2 
-about half of the items 3 
-less than half of the items 4 
-only a few items 5 
-no items 6 
-other 
77a In this kind of store, is the gross profit margin the same on 
all articles, or higher on some and lower on others? 
Profit margin is: 
-the same (or almost) on all articles 1 
-higher on some and lower on others 2 
-other 
77b Why is the margin (repeat answer to 77a) ? 
o 
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78a Is the merchandise in the shop insured against theft, fire, 
and other risks? " 
, . i • 
-yes 1 
-no 2 
78b Against which risks is the merchandise insured? 
-theft 1 
-fire 2.. 
-other risks 3 
-other 
79a A company like yours is exposed to many risks (excluding risk 
of fire and theft), e.g. loss of credit supply, unforeseen 
changes in price, etc. Which of these risks is the most 
worrying? 
80a Do you foresee that in the next 4-5 years the sales of this 
store will increase, decrease, or stay approximately the same? 
-sales will increase 1 
-sales will remain stable 2 
-sales will decrease 3 
-other _•______ 
80b —Why do--you think.• • • • (repeat answer "to 80a)? 
-23- 
80c 1. Do you foresee-in the next 4-5 years any important changes 
in store premises, e.g. expansion, modernization, changes 
in location? 
■yes 
•no 
1 
2 
-other 
80c 2. What alterations are you thinking of making in the next 
4-5 years? 
(If the interviewee is going to make alterations) 
80d For new premises and installations you need money. Where 
will you find the necessary money? Will you use family funds, 
loans from a bank, or other persons or suppliers? 
-own funds or family's 
-bank loan 
-loan from other person (friend) 
-loan from suppliers 
1 
2 
3 
4 
.-other 
82. Does someone do the accounting in this store? 
83. 
■yes 
•no 
1 
2 
-other 
Who does the accounting - you or another person? 
■the interviewee 
■relations 
■other person (full time) 
■other person (part time) 
1 
2 
3 
4 
-other 
-24- 
84a Of what do you keep accounts? Only of cash takings, or also 
of other things? ■ 
-only of cash takings 1 
-of other things, i.e._ 
84b Does the retailer have a cash register or adding machine? 
-yes, cash register 1 
-yes, adding machine 2 
-no, no machines 0 
85. If you could choose to be either a wholesaler or a retailer 
with equal profit and expenses, which would you prefer to be? 
-retailer 1 -other__ 
-wholesaler >. 2 . 
• • • 
86a Do you belong to a trade association? 
-yes 1 
-no 2 
(If yes to 86a) 
86b Which association (give name and office) 
86c Do you obtain certain advantages or usefulness as a member of 
this association? What kind of advantages? 
-25- 
87. Do you participate in activities of 
-a sporting association 1 
-a recreational or cultural society 2 
-a religious association 3 
-a political group or party 4 
other associations, circles or groups, i.e. 
88. When you retire, do you think this business will be carried 
on by your son or other relatives? 
t' * 
-yes 1 -other__ 
-no 2 _ 
• -•— - 
(For interviewer's attention: fill in this part before leaving 
store without putting questions directly to the interviewee) 
56a Do you have the impression that the interviewer tries to 
influence customer's decisions and selections with proposals 
and advice? 
-yes, considerably 
-yes, sometimes 
-yes, a little 
-no or never 
1 -other 
2 
3 _ 
4 
56b How? 
57. Can the customer examine the products in bhe store? 
-yes 1 -other_ 
-no 2 
-26- 
58. When the customer enters the shop, does the salesman im¬ 
mediately ask the customer to point out the required product 
(if he is not occupied with another customer), or does he 
wait until the customer has finished examining the products 
on display (as generally in a department store)? 
-asks customers immediately to point out 1 
required product 
-waits until customer has finished examining 2 
product on display 
-other 
59. Does the interviewee generally exchange a few words with 
• customers on entering the shop (including things not concern¬ 
ing purchase)? 
-yes, always or almost 1 
-yes, often 2 
-yes. sometimes 3 
-no. never or almost never 4 
other 
60. If a customer does not find the make or type of product re¬ 
quired, does the interviewee generally: 
-suggest that he takes another make which is 1 
similar 
-point out to customer another shop which has the 2 
required make 
-say he doesn't have the required product (without 3 
considering other products or retailers) 
\ 
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INFORMATION ON THE INTERVIEWEE 
I Sex 
i 
-masculine 
-feminine 
1 
2 
II Marital Status 
-single 
-married 
-widowed 
1 
2 
3 
Age of interviewee 
-up to 24 yrs. 1 -50-54 yrs. 
-25-29 yrs. 2 -55-59 yrs. 
-30-34 yrs. 3 -60-64 yrs. 
-35-39 yrs. 4 • -65-69 yrs. 
-40-44 yrs. 5 -70-74 yrs. 
-45-49 yrs. 6 -75 and older 
7 
8 
9 
X 
Y 
0 
Name of person interviewed 
Position of interviewee in firm 
% 
-28- 
APPENDIX IV 
/. 
t - 
AN OPINION POLL ON CLASSIFICATION OF COUNTRIES 
Brief Description of General Project: 
The Marketing Science Institute is undertaking a research 
project on Comparative Marketing. This project will involve a 
study of marketing in a number of countries with the ultimate 
«• 
objective of making meaningful comparisons between the marketing 
systems in these countries. It is hoped that in the end some 
workable hypotheses will be generated concerning the differences 
and similarities between marketing systems. Subsequent research 
may then be geared to test these hypotheses. 
Purpose of International Classification: 
An important step envisaged in the Comparative Marketing 
project is a classification of countries. This classification 
is designed to serve at least two major purposes: 
_ 1. To help in the selection of proper settings for 
the study. For instance, it may be desirable to 
select countries which exhibit a maximum of dif¬ 
ferences in terms of those basic characteristics 
having a significant bearing on their respective 
marketing systems. 
2. These basic characteristics may provide useful 
controls in the analysis of differences and simi¬ 
larities between marketing systems. Obviously, 
the existence of these controls will make possible 
useful cross-analysis and the generation of mean¬ 
ingful relationships. 
1 ' \ . • - 
1/ • ^ ' .. ; . 
I . ■ • •*’ 
How Your Cooperation Is Needed:. 
• Attached herewith is a list of (113) variables which are 
arranged in (17) domains. Raw data on these variables have 
been obtained from.four basic sources: 
• 1. N. Ginsburg, The Atlas of Economic Development 
. 2. A. Banks and R. Texter, A Cross-Polity Survey (CPS) 
3. R. Rummel, The Dimensionality of Nations 
4. United nations Publications 
• • 
The number of countries for which the data is available 
(N) is given, together with a brief explanation of the variable 
whenever it is deemed needed. In general, the data cover the 
decade from the early 50's to the early 60's. 
Your cooperation is sought in selecting 20 variables (or 
less if you wish) which as a group would have the most direct 
and significant bearing on the marketing system in any given 
country. 
Ironically, we cannot supply you with a well-defined state 
of the marketing system we are talking about. You may conceive 
of it as comprising the whole gamut of trade intermediaries, 
other institutions, behavioral patterns, and marketing functions 
which are involved in the flow of goods and services from points 
of production to points of ultimate consumption. 
Or, you may develop your own conceptual scheme which may 
enable you to pick your variable. But in the latter case we 
will need to know something about this scheme. 
We will also appreciate any comments you may want to make. 
They may pertain to additional variables which are not included 
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T 
I 
Domain and Variable Name 
Key to 
Variable 
! 
I 
General Economic Frofi.,'; 
i GNP 
GNP/?op. 
\ 
Agricuituy«/GD? 
Kanufseturing/GDP 
Tertiary/33? 
Agr. Worker a/IS-sono Active Pop. 
Manuf.Worker3/Scon.Active Fop. 
Unemp.l.Workers/Scon.Active Pop 
Energy Potentials 
Energy Potentials/Cap. 
Economic Development Statu® 
Geography; 
Arable Land/Total Land 
Areal Grouping 
Coast Line Length/Area 
National Area 
Sectionalism 
X 
X 
X 
. vv -. 
» • ..... *v, 
Unit in 
Raw Data 
Billions of 
$U.S. 
$U.S./Cap. 
% 
% 
% 
% 
% 
% 
Trillions of 
Kilowatt Kzs. 
Va r1abl 
1 
N 
i 
Source 
91 Atlas 
9S Atlas 
62 U.N. Stat 
62 U.N. Stat 
62 U.1I. Stat 
72 Rummel 
79 U.N. Stat 
60 UoN. Stat 
100 Atlas 
Kvrt.Hrs/Cap. 114 J Atlas 
4 Classes {110 
•4- 
CP3 
% 80 
14 Classes 
Km. 
Sq. Enu 
3 Classes 
Rummel 
103 
U.No Stat 
CPS 
I 
( v/) 
Key to 
Domain and Variable Names ^/aricble 
Agriculture: 
Agr. Pop./Total Pop. 
Persons Employed on Agr. 
Holdings by size of holdings 
/ 
% Agr. Holdings by Tenure 
% of Pop. with 50% of Land 
Industry and Technology; 
Commercial Energy CeiasuKzption/ 
Pop. 
Steel Consunption/Pop. 
Industrial Output/fcJorkers 
Scientific Book Titles/ 
Book Titles 
Stud, in Science and Engr./ 
No Stud. 
International Trade: 
Trade (Imports and Escorts) 
Raw Material Exports/Exp. 
Exports/GNP 
% 
Leading Exports/Exports 
Agr. Exports/Exports 
' 
Agr. Exports/Agr. Trade 
Trade/GNP 
■ 
Unit in 
Slaw Data H Source* 
Variable 
Selection 
(S) 
% 66 Rummel 
/ 
j dumber 27 Soc. St at 
% 24 Soc. Stat • 
'% 40 Rumme1 
. 
plgw o Hr s. /C ap J 116 Atlas 
y 
■ 
SSet.Tons/ 
1,000 Pop. 107 | Atlas 
j|tJ. So /Worker 
M * 
44: 
Rummel 1 
% 61 Rumme1 
t 1 
% 64 Rumme1 
i- 
♦ 
V 
In U.S. $ 93 U.H. Stat 
I 
j 
• 
% 73 Rummel 
i 
* 
« 
\ 
% 93 U.N. Stat 
i 
% 79 Rummel 
i 
% 59 Rumme1 
i 
i 
k 
% 53 Rumael 
i 
i 
% 69 Rummel 
* 
f 
i 
\ 
j t 
i 
i 
l 
1 
Domain and Variable Name 
Key to 
Variable 
Unit in 
Raw Data N 
y 
Source 
Variable 
Selection 
(S) 
Trade with N. Atlantic Region 
Domestic Trade: 
% 116 Atlas 
Wholesale and Retail Trade/ 
GD? 
• 
% 53 
Yearbook 
Nat. Acct. 
Stat 
Transp. and Storage and 
Gomm/GD? 
rrancportation: 
% 53 
Yearbook 
Nat. Acct. 
Stat 
Road Density 
• 
2 
Km./lOOKm 125 Atlas 
Railway Density X Km. per per- 
son/Fop. dis¬ 
tance 
121 Atlas 
RR Freight/RR Length Freight Ton 
Km/RR Km. 104 Atlas 
RR Freight/Pop. Freight Ton 
Krn/100,000 
Pop. 
104 Atlas 
* 
/ehicles in Uee/Pop. Per Cap. 101 U.N. Stat 
fotor Vehicles/100 Kn.Roads No/lOOXm 
Road 112 Atlas 
Seaborne Goods Loaded and 
Jnloaded/GN? 
• 
Communications: 
• Veosels-Net 
Reg.Tons 
Goods-MetT 
Tons 
85 U.N. Stat 
Newspaper Circ/?op. . Cap. 106 U.N. Stat 
Newsprint Consum/Pop. Cap. 77 U.N. Stat 
telephones/?cp. Cap. 90 U.N. Stat 
)omestic Mail/Pop. Cap. 61 
f 
U.N. Stat ‘ • 
t 
• 
tedio Receivers/Pop. Cap. 104 U.N. Stat 
. 
„ c _ 
w 
. 
1 
. ■ 
V 
i Key to Unit in S 
L: Domain and Variable Name Variable Raw Data N Source 
International Relations: 
Foreign Mail Sent and Rec'd/ 
Pop. 
Population: 
Total Population 
Population/Arable Land 
Population/Nat. Land. Area 
0-15 Age Gps. in Pop./Pop. 
Males/Total Pop. 
Fop. in Cities ^ 20,000/Pop. 
Pop. Largest City/Pop. 4 
Largest Cities 
Life Expectancy 
Number of Households 
1 Average Size of Households 
Immigrants/Fop. 
Emmigrants/Pop. 
No.' Foreign Visitors 
Annual Rate Pop. Incr. 
Births/Pop. 
Per Cap. 
Number 
.Persons/ 
Hectare 
2 
Pop/Km 
% 
% 
Number 
% 
Years 
Number 
Number 
% 
% 
Number 
% 
,ive Births/ 
,000 Pop. 
-7- 
47 
103 
80 
103 
59 
103 
120 
79 
57 
29 
29 
52 
43 
51 
&03 
72 
<v/ ) 
Rummel 
U.N. Stat 
Rumme1 
U.N. Stat 
Rummel 
U.N. Stat 
Atlas 
Rurcme 1 
U.N. Demo 
U.N. Demo 
U.N. Demo 
Rummel 
Rummel 
Rummel 
U.N. Stat 
Rummel 
Domain and Variable Name 
Key to 
/ariabla 
Unit in 
Raw Data 21 Source 
Variable 
Selection 
(/) 
Consumption: *_ • 
Exp. on Food/Tot. Private E:tp. % 34 U.No Soc. 
a. 
% Income Spent on Food by High 
est Income Group - % Spent by 
Lowest Income Group 
»» % 24 U.N. Soc. 
Arts and Cultures 
Boohs - Production Number 58 UoNo Stat 
Books - translation - Frodo Number 33 UoNo Stat 
Long Films - Ho. Produced Number 38 U.N. Stat • ■ 
Cinemas - Number Number 107 U.No Stat 
Motion Picture Atten./Pop. % 107 U.N. Stat 
Book Titles/Pcp. Per Cap/Yr. 64 Rummel 
Library Circulation/Pop. Per Cap/Yr. 38 Rumms1 
Percentage of Adults Literate % 136 Atlas 
% of 5-14 Yr. Olds in Primary 
School % 112 Atlas 
% Pop. in Secondary and Higher 
Education % 134 • Atlas 
Prim. Sch. Stud./Prim. School 
Teachers 
Pupils/ 
Tcachs^s 79 Rumrne1 
• 
Social: 
Marriage Rate % 71 U.N. Demo 
Divorce Rate % 62 U.No Demo 
/ 
-8- 
- 
Domain and Variable Name * 
Key to 
’ariabls 
Unit in 
Raw Data N Source 
Variable 
Selectior 
(/) 
Religious Groups 7> 1% Pop. Number 69 Rummel 
Pop0 Largest Religious 
Group/Pop. % 60 Rumie 1 
Ethnic Groups 1% Pop0 dumber 70 Rununel 
Pop0 Largest Ethnic Group/Pop0 % 67 Rumroal 
Language Groups 7 1% Pop. Number 67 Rumrael 
Pop0 Largest Language Group/ 
Pop0 % 66 Rumrval 
nationality Groups 7 1% PopQ Number • 67 Rusaaael • 
native Born/Popo % 58 Runes! 
Religious Configuration X 14 Classes 107 CPS 
Religious Homogeneity 2 Classes 108 CPS 
Racial Homogeneity i2 Classes 109 CPS • 
Linguistic Homogeneity I 3 Classes 114 CPS 
Westernization 6 Classes 112 CPS 
Ideological Orientation X 5 Classes 87 CPS • 
Interest Articulation bv 
Associational Groups X 14 Classes 111 CPS . 
Interest Articulation by 
Institutional Groups X 14 Classes ICO CPS 
• 
Interest Articulation by 
Honaesociational Groups X |4 Classes 115 CPS • 
• » 
Interest Articulation by 
Anomic Groups X 14 Classes 99 CPS 
* 
y t r' 
-9- 
X - 
1 
1 
.1 Ley to Unit in i 
J Domain and Variable Name Variable Raw Data H Source (✓) 
j Interest Articulation by 
Political Parties 
i 
Value Domain: 
i ! Religious Book Titles/Book 
Titles 
I 
i Buddhist Pop./Pop. 
Roman Catholic Pop./Pop. 
! 
: Protestant Pop./Pop. 
I 
t Mohammedan Pop./Pop. 
f t 
I 
Female Students/Students 
i 
Female Workers/Scon.Active Pop 
Political; 
I 
I Press Censorship 
• i 
j 
- Constitutional Status of 
f Present Regime 
t 
1 
Character of Legal System ' 
4 
Character of Bursaucracy 
Welfare: 
Crude Death R&te 
% 
Infant Mortality Rate 
Inhabitants/Hospital Bed 
Prote inn/Calories 
Physicians, Midvives, Dentists, 
Pharmacists/Pop. 
4 Classes 93 CPS 
% 
% 
% 
% 
% 
% 
% 
61 
71 
71 
76 
75 
74 
65 
Rumme1 
Rumme1 
Rumme1 
Rumme1 
Rumme1 
Rumme1 
Rumme1 
X 
4 Classes 97 
3 Classes SO 
CPS 
x 
x 
14 Classes 111 
4 Classes |L10 
CPS 
CPS 
No./I,000 
Deaths Under 
1 Yr./I,000 
Live Births 
Av. Ratios 
G r/C a1/C ap/Day 
No./I,000 
43 U.N. Stat 
45 U.N. Stat 
97 U.N. Soc. 
49 Rummel 
i 
I 
13 U.N. Stat i 
I 
I 
I 
1 
I i 
EXPLAH A?ORY KEY TO VARIABLES 
Explanation 
The tertiary sector comprises transportation, storage, and 
communication; wholesale and retail trade; banking, insurance, 
and real estate. 
Thi3 is a measure of the extent to which inanimate energy 
resources can be utilised. 
This in a measure of the ability of a country to imitate 
and absorb other countries' methods of production (sustained 
economic growth), and the extent to which the structure of 
production and investment is differentiated. 
e. g • # 
Australasia,. Central America, Middle East, etc. 
Sectionalism refers to the case in which a significant percent 
of the population of a nation lives in a sizable geographic 
area and identifies self-consciously and distinctively with 
that area. 
Population distance is the square root of the reciprocal of 
population density. 
This variable is designed to afford approximate religious 
identification (80-85% predominance)„ 
Doctrinal, developmental, situational, conventional, 
traditional. 
Associaticnal = trade unions, civic groups, etc. 
Institutional = armies, churches, etc. 
Nonassociational = kinship and lineage groups; ethnic, regional 
religious, status, and class groups, etc. 
-11- 
riable No Explanation 
96 
106 
107 
108 
Anomic groups are more or less spontaneous breakthroughs into 
the political system from the society, e.g., riots and 
demonstrations. 
Constitutional, authoritarian, totalitarian 
Civil law, common law, Muslim law, etc. 
Modem, post-colonial, transitional, traditional, etc. 


